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Distribution Tangle 


Creates New 


Dealer Problems 


—PRODUCERS TELL PREFAB SALES POLICIES 

—WHAT DEALER DOES WHEN JOBBERS BY-PASS 

—‘‘WE’RE SACRIFICING PRINCIPLES ON ALTAR OF VOLUME”’ 
(See pages 16-21) 


Strapped Packages 
Save 12,000 Man Hours 
a Year for Texas Yard 
—See page 48 
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Dexlock with No. 28 
Diamond escutcheon 
7%,” high, 3%” 
wide, 2%” or 5” 
backset 


Miniature Colonial 
escutcheon No. 27, 
3%" diameter, 2%” 
or 5” backset 
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Now Dexlock entrance elegance comes inside Sy 
~ the house with striking new companion accessory 
trims. They're designed to match Dexter's large 
escutcheon entrance sets and are offered in a = 
complete range of Dexlock standard or tu-tone Aeneas eng og 
finishes. Choose from Brass, Black, Bronze, Bright 29, 3%” square, 2%” 
Chrome, Dull Chrome or Satin Anodized Alum- or & — wine 
Portrait entrance set, inum. And, of course, they can be used with either pert aa ak 
5%," square escutch- Tuli R 4 Desteck knob | 4 
eon (8” high if ulip or Roun exlock knob styles. ed Diamond 
mounted Diamond) i 
5” backset 
In Canada: 
Dexter Lock Canada Ltd., 
Galt, Ontario 
In Mexico: 


Dexter Locks, Plata Elegante, 
S. A. de C. V. Monterrey 


Dexter Locks are 

also manufactured in 

Sydney, Australia; Milan, Italy 
and Porto, Portugal 


DEXTER tOocK DIVISION 


Dexter Industries, Inc., Grand Rapids, Michigan 


LOC 
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with WEYTEX’ 
Sawing is Believing 


WEYTEX* is a Silvatek engineered hardboard with definite sales advantages. Sell 
Weytex to your builder or do-it-yourself trade with the satisfaction of top performance. 


Weytex is a hardboard that saws and shapes easily to a clean edge without whiskering... 
bends neatly with minimum preparation... nails close to the edge without 

breaking and its light tan color takes paints and clear finishes beautifully. 

All of these qualities add up to a good profit hardboard for you... with repeat sales. 


With Weyerhaeuser hardboards—WEYTEX, WEYLITE or WEYBASE 
—you get service plus technology. Behind each panel you sell lies years of 
extensive research and development by Silvatek technicians. 


Ask your distributor for these outstanding Weyerhaeuser hardboards. 


For further information, write: SILVATEK, Weyerhaeuser Timber Company, Tacoma, Washington. 


Specifications: 
WEYTEX. All purpose panel in Standard, Tempered ar | Pe rforated 
types. Thicknesse 1/) l . l 4’ 
Lengths: 8’ to 16’ 

\ y) WEYLITE. A lower density economy panel 

X 1/4". Width: 4’, Lengths: 8" to 16 


WEYBASE. An ideal underlayment for floor coveri 
Sizes: 3'x4' and 4’x4’ 


egy 


Silvatek 
pad b iy WEYERHAEUSER 


HARDBOARD 


Ivatek Product 
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Evaneer 


FIR PLYWOOD 























Call yp 


EVANEER FIR PLYWOOD and Evanite hardboard 
meet building needs inside and out. The versatility of 
Evaneer plywood provides year-around sales and good 
turnover. And you can be sure of Evaneer quality .. . 
both interior and exterior are DFPA grade-marked. 


Evaneer and Evanite are trademarks of Evans Products Company 














EVANITE HARDBOARD is beautiful, versatile and 
easy to use. It comes in many textures, including the 
popular pre-finished driftwood ceiling and wall paneling 
shown above. Your jobber can get both Evanite hard- 
board and Evaneer plywood in the same carload. 


EVANS PRODUCTS COMPANY, Dept. S-10, Plymouth, Mich. 


It pays to buy from your jobber! 


1 


EVANS PRODUCTS COMPANY also produces: fir lumber; ‘‘Evanite’’® battery separators; 

railroad loading equipment; truck and bus heaters; bicycles and velocipedes; Haskelite solid 

and hollow core doors; Evanite Plywall *« SALES OFFICES: Plymouth, Michigan + New York City 
Chicago, Illinois « Los Angeles, California « Tampa, Florida » Coos Bay, Oregon 
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MARKET FOR YOU! 


CU PPLES 


SINGLE-HUNG 
ALUMINUM WINDOW WITH 


( | 












































Note these other outstanding features 


Integral fin-trim—just 4 nails to install Both home builders and home buyers have been quick 
°9 5 to see the advantages of this modern, new Cupples window. 


Equipped with the finest mechanical balance, With its easily removed sash, it can be cleaned from 
assuring whisper-soft operation. the inside. Therefore, it is an ideal window for split-level 


and two-story homes as well as for single-story dwellings. 


Weatherstripped with meta ked fabric. And that means a big, unlimited market for Cupples dealers! 
tronge igid. nd draft-free. . . ’ 
5 ates rigid Dust « From every standpoint, Cupples new single-hung 


Never binds or sticks. Never needs painting. window is superior in design and construction. Yet, thanks 
to automation, it is priced lower than any previously 


FHA app E i Il-backs. ; é ; 
HA roved. No service ca built. Dealers who promote it aggressively are sure of a 


Meets the specifications of the Aluminum 
Window Manufacturers Association. 


big, profitable business. How about you? 


NOW’S THE TIME TO GET INTO THE ALUMINUM WINDOW BUSINESS 

A Cupples franchise can be profitable to you from the start. You can offer 
your customers windows precision-designed and manufactured, yet 
competitively priced. And you will be associated with a company whose 


reputation for integrity is unquestioned. Write today for details 


PRODUCTS CORPORATION 


ee ee a 


2653 South Hanley Road °* _ St. Louis 17, Missouri 
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American Lumberman, October 27, 1958 


NEW HOUSING LEGISLATION will be introduced soon after Congress convenes 
in Washington next January 7. President Eisenhower says 
he will submit his recommendations on housing with his annual budget 
message early in 1959. 


There is a degree of urgency for liberal legislation despite 

the generally improved picture on starts. The present, healthy 
public and private annual rate is 1,220,000 units; 1,170,000 private 
starts, 50,000 units of public housing. 





STARTS HAVE CLIMBED, but a look at the financing picture as it stands today 
quickly explains the enthusiasm of builders and others for liberal housing 
laws. In August, for example, FHA and VA together accounted for 40% of 
all private starts, compared to 32% three months ago. Conventional starts 
in August were 3% below July and 4% below a year ago. Total FHA for the 
year to date hit 402,000 — the highest in 33 years. 





Add to this other straws in the wind of concern to builders. FNMA's 
assistance program for low and moderate priced housing, under Program 10, 
folded September 15. Reason: the $1 billion fund was exhausted. Or, 
again, FHA has only about $150 million left out of $14 billion granted 
this spring. 








LOOKING AHEAD, THE HOUSING industry and builders, particularly, see rising 
interest rates and tighter credit dominating the 1959 scene. Bond 
yields have improved, industry is back in the market for funds. It's 
a familiar pattern. 


Facing the situation without strong government-backed mortgage plans 
for next year scares builders as a whole. Now they have convinced 
legislators easy mortgage terms are needed. 





PROSPECTS ARE DIM for a uniform, national building code. The American Standards 
Association meeting considering such a code ran into a stone wall of unions 
and city building officials. 


Separate codes are now planned for various regions of the country. Soon 
available, for example, will be a separate Southern Building Code for 
residential construction. This will be an extraction of residential 
provisions contained in the Southern Building Code. 





RESEARCH HOUSES planned by NAHB are now open at South Bend, Ind., and Knoxville, 
Tenn. The most interesting part of this research is the emphasis on 
basic building materials. The houses are not freaks, but rather good 
examples of sound construction employing both new and familiar products. 
Components are widely used and will be displayed at the NAHB convention 
in January at Chicago. 





NEW MPS AT THE PRINTER. The new FHA Minimum Property Standards are now being 
printed and copies should be in the hands of FHA people by November l. 
Builders will get copies around December l. The effective date should be 
early next year. 


The new MPS reflect the experience of Norm Mason, FHA Commissioner and 
a former lumber dealer, who believes in quality construction fully 
up-dated to reflect new materials and fresh building techniques. 


BY-PASSING AROUSES NEW INTEREST; SOME FEEL IT IS INEVITABLE. Don Campbell, 
secretary of the Kentucky Lumber Dealers Association, told a recent 
jobber meeting that some sales are out of scope of retailer. Both jobber 
and dealer are damaging themselves in volume race, he said. (See 
further, page 21.) 
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MAKE BIGGER PROFITS 
IN PAINT SUNDRIES 


ht folot am DI-> €-11 Mm ad mole i Ulett) 


ital-e) al ivan ee)anye)(-1¢- a lal- Me) am ey- Ti anelarcam-lale mm ant-lia)(-lal-]ale 
accessories... delivered to you from one nearby source. 
Full 40% profit... 

Satisfied customers mean rapid turnover. 








DEXALL BRUSH CLEANER—renew: any brush, no matter 


how hardened and caked with paint 
DEXALL WOOD BLEACH—the most effective, fast-working 
and easy-to-use bleach... for finest furniture refinishing ea 
DEXALL HOLD-TITE GLUE—an all-purpose white glue of J ta 
tremendous strength. Dries cle won't stai j ‘ 
Squeeze-bottie epplicator “Sy Dexall hme repair and 


decorating needs 
DEXALL PATCHING PASTE —ready-mixed, smooth-finish re? 


spackling compound. Applies easier nd iohte ~ 


CRU AME My 


OLKING 





DEXALL TACK RAG—aids fine 


up dirt and dust. Use 





DEXALL STAIN COVER—s 


aniline dyes and stair 
ie) mm ileliciammerey-}e 


DEXALL PREPARITE—1 uid 


dulls enameled 
refinishing. Saves | 


DEXALL WOOD PATCH— 


nonshrinking paste form 


and cans. Six 


DEXALL SUPER CEMENT —nitr 
Makes waterproof bond on wood, metal, glass, china 


leather, plastic and paper 


DEXALL CLE VAINIG COMPOUND—for vTelele Me) am anl-a¢-], 


sash. Remains elastic, will not crack 


DEXALL CAULKING COMPOUND-—tougb, elasti 


long-lasting seal. Knife and gun grades 
DEXALL CAULKING GUN—heavy-gauge, all-steel 
construction. Fits;any metal or fiber cartridge 


SELF-SERVICE 
MERCHANDISER! 


This complete Dexall depart- 


YOU SAVE MONEY...YOU SAVE TIME...WITH DEXALL 


A single nearby source keeps your low inventory requirements at 
peak efficiency. Place one order. . . save on freight costs! ment requires only four square 
feet of floor space. Will build 


sales and profits ... fast... .in 


DESHLER PRODUCTS CO., Deshler, Ohio your store. Write now for details. 
distributed by The Sherwin-Williams Co., Cleveland 
Acme Quality Paints, Inc., Detroit * John Lucas & Co., Inc., Philadelphia 
W. W. Lawrence & Co., Pittsburgh * The Martin-Senour Co., Chicago 
The Lowe Bros. Co., Dayton * Rogers Paint Products, Inc., Detroit 
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for profitable, volume sales... 
Sell Marlite for kitchen remodeling 


Most home remodeling starts with the kitchen 
where dingy walls are modernized, old equipment 
and floor coverings are replaced. And kitchens 
offer you a greater-than-ever opportunity for vol- 
ume Marlite paneling sales. No other paneling 
turns old walls into new like Marlite. No other 
paneling adds so many years of wear with just 
minutes of care. Marlite’s baked melamine plastic 
finish resists heat, moisture, grease and stains; 
cleans with an occasional damp cloth wiping. 


One of your highest profit items both in per- 
centage and in total dollars of profit per sale, 
Marlite is right for kitchen remodeling . . . and 
for every other room in the home, upstairs or down. 
Call your wholesaler or representative. Make the 
most of Marlite—the profitable paneling for vol- 
ume sales. Marlite Division of Masonite Corpora- 
tion, Dept. 1041, Dover, Ohio. 


. Marlite 


2 


if plastic-finished paneling 


S846 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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to MORE SALES 


FOLDING & 


MACKLANBURG-DUNCAN CO. 














01-400 Reversible 


SLIDING DOOR HARDWARE 


Meets today’s need for methods that save time; cut 
installation costs! Shown left, the same OT-400 hangers 
may be used on either %” or 1%” doors just by 
reversing their positions. This feature also simplifies 
ordering and stocking. OT-400 is made of sturdy 
extruded aluminum track with built-in no-jump feature, 

cadmium steel hangers with silent nylon wheels. 

















jm] OT-200 Overhead Type 
SLIDING DOOR HARD — 


Complete set in new 
TUBULAR PACKAGE 


Shown above, set includes track, hangers, guides, 
screws and instructions. Packaged in 3, 4, 5, 6, and 
8 ft. lengths. Please specify OT-400 Reversible 
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= MACKLANBURG- DUNCAN CO. 


BOX 1197 @ OKLAHOMA CITY. OKLAHOMA 


Extra-sturdy extruded aluminum track and hangers 
for doors %”, 1”, 1%” and 1%” thick, single or by- 
passing. Built-in no-jump track feature. Noiseless, 
lifetime nylon wheels. Plastic door guides. All screws 
furnished and instructions. Hardware for each door 
thickness individually boxed. 


WALL POCKET HARDWARE-> 


Shown at right is Hanger TH2 and 
Guide No. 13, made especially for 
Wall Pocket Doors. Packed 2 hang- 
ers and 1 guide to envelope, plus 
screws for hangers, guide and track. 





SLIDING DOOR HARDWARE 


md Aluma-Slide = s 
SLIDING DOOR TRACK | 


Shiny, M-D Aluma-Slide aluminum track sets can be used on 
any size cabinet . . . with any panel material. Comes in 
decorative Alacrome, Anodized Albras, Anodized Albright or 
Anodized Satin. Enhances the appearance of any cabinet. 
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NEW, IMPROVED LOWER TRACK 


Smooth! Easy gliding! Panels slide along 
on special supporting ridges—not just one 
flat surface. 

Aluma-Slide has dozens of uses! 














ee sai 

















Sets available for Ve”, '/s”, %e”, V2” or %” sliding 
panels of glass, plywood, masonite, etc. 


M-D Aluma-Slide Sliding Door Track provides a fast, easy 





way to add storage cabinet space. Has so many uses, yet, 
no special tools are needed. For heavier doors 1/2” or 34” 








thick special nylon buttons are included for smooth, easy 





















gliding. Comes in tubular packaged sets of 3, 4, 5, 6 and 8-ft. — ee 
lengths, complete with holes drilled, screws furnished and Garage Storage Family Room Storage 
instructions. 
ood eeeceoeoeoeesoeseeeeeoeeseeeeoeseeeeeeseeeeeeeeeseeeeeeseeeeeeeeseeeeeeeeseseeeeeeseeeeesseeeeeeeeeeeeee 
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The Farmer Sockmee 


FOLDING DOOR | “ition = 


port Mac 


Hardware eee 


For closets, wardrobes, dens, bars, 
room dividers, etc. Ideal for 4 or 


Likiildé. 
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2-panel full or half-size interior [ WALLACES 9 FARME ‘Mbeests 
doors of any thickness. Gives full "Pasa Fs —= “Farmer 
access to closets, yet saves floor hadi ep a 
and wall space. Comes in complete- {sue sie (aemre ys Z wri eetturist Pe) 
| ly packaged sets for 2 ft., 2 ft. 6 in., 
pit Se 3 3 ft, 4 ft, S ft, 6 ft. openings, 
i ul ready to install. 17 magazines will carry 
197,000,000 messages 
DEALERS to your customers 










about M-D products! 


124 ads (some in 2 colors) will 
cover the line of M-D products and 
create store traffic for youl 


Order today! Your order shipped 
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these are the advantages 


when you specify [Devdley 


These windows are made from ¥¢-inch hot rolled steel sections . . 
electrically welded for strength and individually fitted at factory her 
tight closure. These windows have two-position stops and open from 
top. Two types available in standard sizes for either putty or no- 
putty glazing. 

Area walls made of 16-gauge copper-bearing galvanized steel are 
closely ribbed for strength and provide excellent resistance to rust 
and corrosion. In addition, they expose minimum area to frost action. 
Spans are 36 inches and projection is 16 inches. Area walls are avail- 
able in five standard heights. 


... basement windows and area walls 











Donlay mera, PRODUCTS FOR paar ancora 
$$ . 






































For information on the complete line of Donley 
products, write today for catalogs and price 
sheets. Remember . . . SUPERMARKET- BROTHERS CO. 
SHOPPING at Donley save ! 
ee 13928 Miles Avenue, Cleveland 5, Ohio 
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plan a concrete 


future with 


CLINTON WELDED WIRE FABRIC 


Today’s modern lumber companies often provide 
other construction materials besides the usual lumber 
products—for instance, ready-mix concrete. 


These new operators have discovered that they 
can give concrete added strength by reinforcing it 
with Welded Wire Fabric. They find that the fabric 
helps concrete resist the heaving and cracking caused 
by moisture and temperature changes. 


WHEN THEY ASK... 


"4d 


SAY YES... WITH 


THE COLORADO FUEL AND IRON CORPORATION—Albuquerque * 
Lincoln (Neb.) * Los Angeles * Oakland * Oklahoma City + Phoenix + 
WICKWIRE SPENCER STEEL DIVISION—Atlanta - 
CF&l OFFICES IN CANADA:—Montreal + 


Amarillo + 
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Billings * 
Portiand * Pueblo « 
Boston * Buffalo « 
Toronto * CANADIAN REPRESENTATIVES AT: Calgary * Edmonton + 


Chicago + 


Should a crack develop, the fabric holds the con- 
crete tightly together, preventing moisture and earth 
from entering and expanding the crack. The extended 
life and minimum maintenance costs of reinforced 
concrete more than offset its slight extra cost. 

Carry a few rolls of Clinton Welded Wire Fabric 
on your trucks—a short explanation to your custom- 
ers about the advantages of reinforced concrete will 
result in a surprising number of on-the-spot sales. 


CLINTON 


WELDED WIRE FABRIC 


THE COLORADO FUEL AND IRON CORPORATION 


Boise + Butte + 
Salt Lake City - 


Denver + El Paso + Ft. Worth * Houston * Kansas City 
San Francisco * San Leandro + Seattle + Spokane * Wichite 
Detroit * New Orleans * New York * Philadelphia 


Vancouver Winnipeg 
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ONLY KAISER ALUMINUM 


DIAMOND-RIB 
ROOFING HAS 
aut WARRANTY 
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NEW 30-YEAR WARRANTY AGAINST CORROSION! IT’S iN 
EFFECT RIGHT NOW! YOUR PRESENT STOCKS ARE COVERED! 


Now you can offer your customers complete . To be covered by the warranty, Diamond-Rib 
assurance in writing that the Diamond-Rib roofing roofing and siding must be applied according 
you sell is protected up to 30 years against cor- to Kaiser Aluminum instructions and with 
rosion. Here’s the 30-year protection plan you Kaiser Aluminum roofing and siding nails. 
offer your customers: 

. Diamond-Rib sheets must be insulated from 
direct contact with dissimilar metals, and must 
not be in contact with the ground or with harm- 

2. If any Diamond-Rib sheet leaks as a result of ful chemicals, fumes or vapors. 

corrosion due to the elements... 

(a) Within 10 years, Kaiser Aluminum will . The warranty covers farm and residential in- 
furnish new material for replacement stallations anywhere within the continental 
without charge. limits of the United States, It does not apply 

(b) After the 10th year and to the 30th to industrial installations, 
year, your customer may obtain new 


replacement sheets by paying only 5% . Warranty application cards will be furnished 
of the retail price for each year of ser- with each sale of Kaiser Aluminum Diamond- 


vice after the 10th year. Rib roofing and siding. 


1. Diamond-Rib roofing and siding will not rust, 
even without painting. 


See “MAVERICK.” Sunday evenings, ABC-TV Network. Consult your local TV listing. 











*% Stronger for every use 


*% Longer — 14’ and 16’ lengths 
are standard 


* Wider — 48” net coverage after 
lapping 


*% Diamond embossed for added beauty, 
less glare 


* Simple to stock — one width, one gauge, 


one finish 


* More uses for carports, patios and all 


construction 


GET FULL DETAILS NOW! 


For complete information about Diamond-Rib 
roofing’s sensational 30-year warranty against 
corrosion — plus specimen warranty certifi- 
cates and warranty application cards — 
contact either your Kaiser Aluminum Dist- 
ributor or your Kaiser Aluminum sales rep- 
resentative. 


Kaiser Aluminum @& Chemical Sales, Inc., 
Merchant Products Dept., 919 N. Michigan 
Avenue, Chicago 11, Illinois. 






| ALUMINUM 


r 


—N 
“THE BRIGHT STAR OF METALS” 


Kaiser Aluminum backs up its 


products...backs up its dealers! 
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Producers Tell Policies on Sales to Prefabs 


The big question: Can lumber dealers who make com- 
ponents buy at the same ‘wholesale’ prices offered pre- 
fabers? Some manufacturers decline to say. 


Members of the Home Manufac- 
turers Association were informed ear- 
lier this year that 16 major building 
material and hardware producers were 
giving volume discounts to prefabrica- 
tors, similar to terms given wholesalers. 

Since most of the producers quoted 
by the association sell to retail lumber 
dealers, American Lumberman asked 
the producers if dealers who pre- 
assembled components or _ whole 
houses would qualify as home manu- 
facturers. 

Of the 16 producers queried, five 
answered while 11 declined comment. 

The question is important as more 
lumber retailers become manufactur- 
ers of wall panels, trusses, etc., o1 
whole pre-assembled houses. The re- 
cent “manufacturer” franchise of the 
Lumber Dealers Research Council 
will result in further pre-assembly by 
dealers. 

Four of the statements regarding 
dealer-manufacturers are as follows 

Celotex Corp. “We have a definite 
sales policy defining the prefabrica- 
tors we sell on a direct basis. Such 
a firm must have a permanent manu- 
facturing plant solely designed for 
making prefab buildings and sub-as- 
semblies. 

“It must have a full-time sales and 
operating staff. The plant, warehouse 
and office must be entirely separate 
from a retail operation or construc- 
tion project and not physically con- 
nected with or identical to them.”— 
Mead M. Morris, General Line Mer- 
chandise Manager. 

C. Hager & Sons Hinge Mfg. Co. 
“Companies who are eligible to buy 
direct from us are divided into three 
categories—wholesale jobbers, con- 
tract hardware dealers and industrial 
accounts. 

“We classify as industrial accounts 
those companies who use our butts, 
hinges or other builders’ hardware 
items in the fabrication of their prod- 
ucts, where our hardware is actually 
a part of the finished product and not 
simply an individual resale item.”— 
Charles C. Hager. 

Western Lock Mfg. Co. “You are 
correct in believing that we recognize 
prefabricated home manufacturers as 
being eligible to buy direct from the 
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manufacturer on the same basis as a 
wholesaler. Such manufacturers gen- 
erally devote all of their time to such 
manufacturing operations and do not 
engage in retailing. 

“The status of retail lumber dealers 
who also do some fabrication poses a 
problem. Such dealers appear to be 
part manufacturer and part retailer. As 
manufacturers they are entitled to buy 
direct from the manufacturer, but as 
retailers they are not entitled to buy di- 
rect. 


“We have not encountered this 


problem and | am not sure I know the 
answer. Perhaps the answer lies in de- 
termining which is the predominant 
activity, manufacturing or retailing. 

“If a dealer manufactures several 
hundred homes per year, then it 
would seem to establish the right to 
be regarded as a home manufacturer.” 

Ernest Cipriano, sales manager. 

Medalist Div., National Lock Co. 
“Our policy is to sell all lumber deal- 
ers at wholesale prices. For well 
over a year now we have in most 
areas been selling the dealer direct 
rather than through distributors as in 
the past. 

“We feel that this change in policy 
is keeping with market conditions and 
enables retail dealers to purchase 
builders hardware for their prefabri- 





“When Jobbers By-pass, Switch to 
Competing Materials,” Says Dealer 


Midwest lumbermen also hints that he may purchase 


from foreign suppliers. 


What would you do if five major in- 
sulation board jobbers started selling 
retail? 

After many protests to his sup- 
pliers, one small city Illinois dealer 
solved the problem by promoting com- 
petitive materials. His method has in- 
creased sales volume over 50% com- 
pared to last year. 

“Although our total sales are up, | 
am pleased to say that our board prod- 
uct sales have dropped to 35% of last 
year’s figure,” he said. “This has been 
done by selling plywood, plasterboard 
and lumber rather than insulation 
board. We promote the products on 
which we can make a profit, instead 
of ceiling tile and 25/32 sheathing. 

“What’s more, we built our sales 
record on competing materials while 
selling board products from stock at 
less than 15% markup!” 

This startling success story was dis- 
closed by the dealer after he read a 
recent distribution study in American 
Lumberman. 

“Distribution is a subject which has 
long been due an airing,” he said. “It 
is time some manufacturers became 
aware of the reasons behind co-ops, 
reserve supplies and dealing direct.” 

“Can't help it.” Manufacturer sales- 


men privately admit to the Illinois 
dealer that they know about the by- 
passing, but insist that they “can’t help 
it. 

“If we dealers get angry, the sales- 
men will extract a promise of ‘whole- 
sale only’ from the jobbers. But the 
promise is forgotten the next day,” the 
dealer explained. “They seem to think 
that if the wholesaler has a good vol- 
ume, it is poor business for the com- 
pany to criticize his choice of custom- 
ers,” 

The dealer said that he has yet to 
find a producer of insulation board to 
accept a carload order without putting 
it through a jobber. 

“They are anxious to protect their 
jobbers, even if they are not willing to 
protect us,” he said. 

May import. The _ distribution 
problem is so acute that this dealer 
may soon import foreign insulation 
board. 

“We have feelers out in several di- 
rections, but it is too soon to tell what 
will turn up. One thing is sure, how- 
ever. If we can buy imported board 
and compete with these jobber com- 
petitors, we will. 

“When this happens,” he said, “I 
just don’t want to hear cries of dis- 
loyalty, un-American or unethical.” 
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cated components and houses. It also 
enables them to compete in sales to 
contractors of conventional homes. 

“Many dealers were finding it dif- 
ficult to compete effectively because 
sO many distributors were selling 
direct to their customers.”—Floyd 
Palm, Jr., sales manager. 

F. D. Kees Mfg. Co. “It is true 
that we extend a ‘wholesale’ or maxi- 
mum discount off suggested _ list 
prices to manufacturers or prefabri- 
cators, but we extend this to only 
those who are prefabricators exclu- 
sively. 

“We do not consider a lumber 
dealer who prefabricates roof trusses 
as a sideline, so to speak, as a pre- 
fabricator entitled to our maximum 
discount. 

“We are very much aware that 
many lumber dealers are now doing 
a certain amount of prefabricating. 
We believe it is a smart move on 
their part. 

“We do sell a few lumber dealers 
direct in those areas where their 
wholesaler does not happen to stock 
the dealer’s requirements. In such 
cases, we sell to the dealer at the deal- 
er discount.”—C. J. Schaefer. 

Evergreen States Forest Products. 
“The statement that our company is 
on record as giving wholesale prices 
to home manufacturers is not quite 
true, nor do we recognize the medium 
(Home Manufacturers Association) 
through which the statement origi- 
nated. 

“It is our sales policy on all prod- 
ucts that we deal through distributors 
or jobbers only.”"—Paul M. Smith, 
president. 


Statements on sales to prefabers as 
reported by the Home Manufacturers’ 
Association (but not further defined 
for the retail lumber dealer industry) 
are as follows: 

Frederick O. Schweizer, manager 
of prefab sales, building products 
division of Armstrong Cork Co., 
said that if a manufacturer qualifies, 
he can buy on direct basis at the same 
price as to the wholesale distributor— 
5% to 20% below retail. 

Robert Beggs, executive vice-presi- 
dent of Roddis Plywood Corp., is 
quoted as saying the prefabers can 
buy at discounts allowed to distribu- 
tors if purchased in same volume. 

E. J. O'Leary, president of Ruberoid 
Co., said home manufacturers can buy 
direct, but prices and discounts vary 
according to regional locations. 

Herman J. Brink, sales manager, 
Knape and Vogt Manufacturing Co., 
is quoted as selling direct to prefabers 
at 50% discount. 

Walter D. Scott, merchandise man- 
ager, Sargent & Co., stated policy is 
to sell direct to prefabers at same 
discount given to distributors. 

C. Morrison Johnson, president, 
Washington Steel Products, said. that 
the prefaber can buy direct when there 
is sufficient volume. 

Both John W. Brown of National 


Gypsum Co. and A. J. Watt of United 
States Gypsum Co. were quoted as 
selling direct to prefabers. 

One manufacturer, the Schlage 
Lock Co., was quoted by the H.M.A. 
as “not yet developed direct sales to 
prefabricated home manufacturers, 
preferring to continue through distrib- 
utors.” It was said, however, that 
distributors work on small margins 
of profit in dealing with prefabers. 

To qualify as a member of the 
Home Manufacturers Association a 


company must prefab at least 100 
homes annually, 50% of which must 
be sold to non-aftiliated customers. A 
permanent plant must be established 
for manufacturing. At least two of the 
following components must be reg- 
ularly factory assembled: “ceiling, 
roof, partitions, wall, gables or sec- 
tions thereof.” 

Conrad Harness is executive vice- 
president of the HMA with head- 
quarters at 910 Seventeenth St., N.W., 
Washington 6, D. C. 


10 Plywood Firms Fined by U.S. 


Ten plywood firms and six officials 
have been fined a total of $50,000 for 
conspiring to fix plywood prices in 
Michigan. 

Federal Judge Ralph M. Freeman 
imposed the fines after the defendants 
failed to contest the charges involving 
alleged conspiracy between 1949 and 
1955. 

The companies fined $5,000 each 
were United States Plywood Corp., 
Georgia-Pacific Corp., Roddis Ply- 
wood of Michigan, Inc., Kochton Ply- 
wood and Veneer Co., Inc., Plywood, 
Inc., Aetna Plywood and Veneer Co., 
and Midwest Plywood Co. 

Ken Lester Plywoods Co., Henry 
Dahlquist Sales Co. and Patterson Buck 
Hardwood Co. drew $2,000 fines each. 


Addition fines of from $1,000 to 
$2,000 each were imposed on indivi- 
duals of the above firms. 

(Michigan is the seat of many other 
pricing and distribution problems for 
the building materials industry, as pre- 
viously reported in American Lumber- 
man’s study of cash-and-carry and dis- 
count outlets in that area.) 


NAHB Show Jan. 18-22 

The annual convention and exposi- 
tion of the National Association of 
Home Builders, Chicago, January 18- 
22 is expected to attract the largest 
attendance-in recent years, says Daniel 
B. Grady, chairman. The show will 
have a total of 809 exhibit spaces. 








Sell Pickering Lumber for Built-ins 


Telephones: Sonora 


For built-ins, interior paneling, framing or exterior siding— 
Pickering “Gold Medal” Pine is unsurpassed. 
It’s soft, smooth, well-manufactured, nice to work with, nice 
to look at. Why rt go after more built-in business, more 
paneling jobs, moré house jobs with Pickering quality. 
, Let_us demonstrate Pickering service on your 
next requirement. Drop us a line. 


sPICKERING 
LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 
MILLS: Pickering LbF. Corp. 

West Side Lbr. Co. Div. 
Je 2-7141 
Tuolumne WA 8-4213 


SUGAR PINE 
PONDEROSA PINE 
WHITE FIR 
INCENSE CEDAR 


Standard, Calif 
Tuolumne, Calif. 
TWX: Sonora 116-U 





e 








October 27, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


> > 


~*~ . $ 
Circle No. 8 on Coupon, pdgée 68 








STANLEY SURFORM: makes the news! 


New Tools! New Uses! 
New Sales Aids! 


... THAT ADD UP NEW TOOL . 
FROHITS FOR Yi OU! Stanley Pocket ee 


Convenient to carry in any pocket, 
this handy “SURFORM” has the new 
fine-cut blade. It is just right for one- 
hand work on models, laminates or 
any surfaces, and is particularly easy 


for women to use. 


NEW/ Half-round 


[en : ; ‘“SURFORM"’ 
Sales unit a) . Blades 


for Stanley 
““SURFORM'' § 
tools and 
blades 





Regular for forming and smoothing 
all concave and circular surfaces. 
Black finish. 


Fine-cut for concave and circular 
surfaces in metal and other hard 
materials. Cutting edges set to take 
This compact merchandiser shows and sells the complete @ finer bite. Silver finish. 
Stanley “SURFORM” line . . . every tool, every blade. Light 
weight and dust free, it fits pegboard or stands on counter. 


Your wholesaler has them all now — new tools, new blades, 
new merchandiser! NEW// Fine-cut 


‘““SURFORM"’ 
Blades 





MN, EW / Stanley ‘‘SURFORM”’ 
¢ blade merchandisers 


Handy blade merchandisers show 


and sell replacement blades for 3a z Regular metal cutting and for forming 
“SURFORM" tools. e hard, smooth surfaces. Silver finish. 


No. 94A displays 12 blades — 6 Half-round as described above. 
regular cut flat blades, and 6 fine-cut 
flat blades. 


No. 98A displays 12 blades — 6 
regular cut half-round blades; and 6 
fine-cut half-round blades. 


21,000,000 readers see “SURFORM” 
Stanley Tools, Division of The Stanley Works, New Britain, Conn. page in October 25th issue of POST 


AMERICA Buitos SETTER AND Lives SETTER WITH STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric tools 
STA N | FY « builders and industrial hardware - drapery hardware - door controls - aluminum windows + stampings - springs 
+ coatings - strip steel - steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
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Packaged Kitchen, Metal Windows 
Designed for Lu-Re-Co Homes 


Retailers who are members of the 
Lumber Dealers Research Council 
can now sell complete color-coordin- 
ated kitchen packages tailored for 
Lu-Re-Co home. 

Caloric Appliance Corp., Topton, 
Penna., offers a promotion program 
which includes 100 built-in appliance 
specification sheets; 100 4-color fold- 
ers; 150’ roll of ‘red carpet’ for 
model homes or showrooms; 50 
Lu-Re-Co kitchen books; an appliance 
store display and 50 color selectors. 
These aids have a value of $137.70, 
but are given free to the Caloric 
Lu-Re-Co dealer. 

Another sales incentive from Cal- 
oric are free sinks in matching por- 
celain colors given to dealers who 
buy six built-in gas ranges. 

The company is launching another 
promotion in which the dealer can 
give customers a photo album to keep 
a pictorial history of their homes. A 
booklet on home maintenance goes 
with each album. 

Metal windows. In another tie-in 
with Lu-Re-Co, F. C. Russell Co., 
Columbiana, Ohio, has announced a 
new Series 75 line of 3’ 8”-wide, 
galvanized tubular steel windows de- 
signed for Lu-Re-Co panels. 

The Rusco windows have baked 
enamel finishes and are _ factory 
glazed. Fiberglass cloth _ screens, 
weatherstripping and hardware are 
attached at the factory. Dealers can 
buy at either truckload or L.T.L. 
prices. You can install the windows 
in panels on the jig or in the field 
after panels are erected. 

The Russell company has been a 
supporting member for the Lumber 
Dealers Research Council for several 
years, according to Raymon Harrell, 
executive vice-president of LDRC. 


Trial Mortgage Plan 


In an effort to assist their members 
in locating low down payment, long 
term mortgage money, the Lumber 
Dealers Research Council has joined 
with Advance Mortgage Corporation 
to sell mortgages for the customers 
of Lu-Re-Co dealers in Illinois. 

If the program works, it will be 
expanded into other areas. 

The mortgage company will make 
FHA or VA loans anywhere in Illin- 
ois—so long as the loan is approved 
by either of these agencies. 

Cost to the lumber dealer will be 
the difference between the value of 
the loan and what Advance Mortgage 
can sell the loan for. 

According to the Illinois Lumber 
& Material Dealers Association, the 
Advance Mortgage Corp. will collect 
a 1% service charge from the house 
purchaser—minimum $120. 

If the loan is for less than $12,000, 
any amount under the $120 service 


fee must be obtained from the lumber 
dealer (the house purchaser is limited 
by law to a maximum of 1% of the 
mortgage). 

Advance Mortgage has been able 
recently to sell FHA mortgages at 
from 96% to 99% of value and VAs 
from 93% to 96%. 


Dealers Object to 
Lu-Re-Co Comment 


The following observation was 
made by American Lumberman in 
its Newscast page, September 29th: 

“Significant to us has been a 
general move by lumber dealers to 
component wall panels and trusses 
of their own design. They say that 
the Lu-Re-Co system is rapidly 
becoming dated and not competi- 
tive enough to meet prefab and 
tract-builder competition.” 

Protests to the statement 
promptly arrived from two dealer 
members of the Lumber Dealers 
Research Council and from the 
Council’s executive vice-president. 

Robert E. Davidson, Southport 
(Ind.) Lumber Co., said: 

“We have found neither point 
to be true and I am sure that you 
have certainly given Lu-Re-Co and 
the retail dealers in general a 
serious blow by making such a 
broad statement.” 

Paul D. DeVille, president of 
DeVille Lumber Co., Canton, 
Ohio, said: 

“I have an opportunity to talk 
to many of the dealers over the 
country and my experience has 
been that there are more and more 
lumber dealers turning to Lu-Re- 
Co system of meeting prefab com- 
petition and reducing costs in the 
past year than at any time pre- 
viously.” 

Raymon H. Harrell, executive 
vice-president of LDRC, wrote 
that “more dealers have gone into 
the Lu-Re-Co program in the first 
nine months of 1958 than there 
were in 1957, by a_ substantial 
majority,” and “the big cry for 
components from home builders is 
just now getting underway and 
this is going to Lu-Re-Co com- 
ponents.” 

The number of dealers and the 
specific increase in houses being 
built with Lu-Re-Co, however, 
was not revealed. 

Lumber dealers who are using 
component systems other than 
Lu-Re-Co include, among others, 
Robertson Lumber Co., Grand 
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[his means that a discount of from 
| to 4 points on VAs would have to 
be worked out. If the cost of money 
increases, either the interest rate must 
go up or the discount must increase. 

Although the plan was developed 
by and for Lu-Re-Co dealers, it is 
also available to other lumber dealers 
in Illinois. For more information, 
write Illinois Lumber & Material 


Dealers Association, 410 S. Sth St., 
Springfield, Ill., or Advance Mortgage 
Corp., 105 W. Adams, Chicago 3, IIl. 


Forks, N. D.; McGinnis Lumber 
Co., Lakeland, Fla.; Main Line 
Lumber Co. and Hog Island Lum- 
ber Co., Philadelphia; Barker- 
Lubin Lumber Co., Springfield, 
Ill.; Vadnais Lumber Co., Spring- 
field, Ill; Drazen Lumber Co., 
New Haven, Conn.; Barber & Ross 
Co., Washington, D. C.; Berard 
and Sons, Springfield, Mass.; 
Grossman’s & Sons, Quincy, Mass.; 
Hawkeye Lumber Co., Cedar 
Rapids, lowa; Theo. Miller Lum- 
ber Co., Kutztown, Penna.; 
Economy Lumber Co., Sacramen- 
to, Calif.; Braun Lumber Co. yards 
in Sullivan and six other Wiscon- 
sin towns. 

The systems used by the dealers 
above have been documented in 
the pages of American Lumber- 
man. 

Commenting on the protests to 
the Newscast observation, Editor 
Gordon Lawler said: 

“The record will show few 
magazines in this field have 
supported Lu-Re-Co as consistent- 
ly as has American Lumberman. 
We will continue to do so, but 
not uncritically, because the stakes 
are becoming too high for the 
lumber dealer. 

“The Chicago suburban area is 
now a big target for prefabers. As 
this is written, no lumber dealer 
here is making components in real 
quantities—this, after years of 
Lu-Re-Co promotion. May we 
suggest that this situation is a bit 
dangerous for the future here and 
in other parts of the country? 

“We believe that the LDRC is 
working with much too limited 
funds and without adequate sup- 
port it deserves from manufactur- 
ers. We are aware and pleased at 
recent progress in manufacturer 
support, such as reported else- 
where on this page. But the fact 
remains that by way of contrast, 
producers are falling all over 
themselves in supporting—even 
underwriting—advertising for some 
factory-built prefabs. 

“We encourage a_ stronger 
LDRC, adequately financed and 
not a stepchild of anybody.” 





Indecision on Package Size Holds Back 
Unit-Load Progress, Says Expert 


“Until the retail 
industry can agree 
on one size of 
package, many 
mills will remain 
reluctant to ship 
packaged lurmber 
loads,” says Wal- 
ter Patty, a mate- 
rials handling au- 
thority who has 
worked on this Walter Patty 
development since its inception. 

Patty, who is special representative, 
unit-load department, Acme Steel Co., 
urges that the 48”-wide package be 
adopted as the standard unit size. 

“The most important job now in 
unit load progress is to supply all 
dealers and lumber wholesalers who 
are mechanized and can handle the 
48” wide package,” he told American 
Lumberman. “Solving the problem of 
distribution to unmechanized dealers 
¢€ah come later.” 

The importance of the small dealer 
cannot be overlooked, but the indus- 
try cannot afford to scale its materials 
handling program to the level of those 
whose volume does not warrant an in- 
vestment in a lift truck of at least 
4,000 pound capacity, Patty said. This 
is the size of truck which can handle 
the 48”-wide packages. 

“It is only logical that the greatest 
advantage in mechanical unloading 
will come from yards already mecha- 
nized,” said Patty. 

“The lack of decision on a standard 
sized package also holds back produc- 


tion of wide-door boxcars. The rail- 
roads will only produce more of these 
boxcars when they are convinced that 
the mills in volume are backing uni- 
tized shipments.. And the mills want 
assurance that the mechanized dealers 
who order the bulk of lumber agree on 
a standard sized package.” 

Big-unit advantages. The Chicago 
materials handling expert said that the 
48” wide package has been thorough- 
ly tested. “It is the most economical 
package to ship and unload,” he said. 

Lumber wholesalers can break the 
large packages and restrap into smaller 
units for delivery to small yards, Patty 
pointed out. This would give maxi- 
mum savings in unloading by the 
wholesaier or large yard. It would also 
give unit service to the small retailer. 

“Mills tell me that they cannot ship 
units because of the so-called ‘mixed 
car’ order. Actually, this isn’t much of 
a problem because you can load more 
than one grade or specie of lumber in 
a single package. The only need is that 
the items be segregated, identified and 
of one length,” Patty explained. 

Patty speaks with authority on the 
subject. He works exclusively on lum- 
ber handling problems for Acme Steel. 
He helped mills to design the 48” wide 
package. 

Package sizes will be aired at the 
National Retail Lumber Dealers Ex- 
position, November 22nd, in Chicago. 
The clinic, “Materials Handling 
Roundtable”, will be held on Saturday 
at meeting room No. 2, International 
Amphitheatre. 





New Style Lumberyard for Wisconsin 


The showroom and company offices 
sketched above will be built by Stand- 
ard Manufacturing Co., a retail Jum- 
ber firm in Appleton, Wis., early next 
year. A general contract and separate 
contracts for heating, plumbing, elec- 
trical and glazing have just been 
awarded. 

Designed by James N. Linden- 
berger, Chicago architect and con- 
sultant to American Lumberman, the 
new $91,000 building will be post 
and-beam construction with glass and 
redwood curtain wall. 

In addition to displaying lumber, 
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hardware and related building mate- 
rials, the store will have a 40’x60’ 
patio area for merchandising outdoor 
living products. The main floor area, 
including showroom and offices will 
be 80’ deep and 90’ wide. The upper 
level (72’x42’) will include a confer- 
ence room (40’x16’), four offices and 
a reception room. 

The basement will include a con 
tractor’s meeting room (40’x32’); a 
serving kitchen; 40’x35’ stock room; 
records storage room and rest rooms. 
Access to the contractor’s department 
(40’x40’) is by a separate entrance. 


LUMBER PRICES————— 


SAN FRANCISCO—The lumber 
market, which last year was a “pretty 
sick industry” in northern California, 
has been staging an impressive re- 
covery with a noticeable increase in 
demand, due primarily to a spurt in 
new home construction. Prices also 
have risen from last year’s lows and 
recently concluded labor agreements 
promise a period of uninterrupted 
production. The industry’s unfilled 
order file has risen and mill inven- 
tories have been reduced sharply. 

A slight sag in the green Douglas 
fir market brought about abnormal 
price patterns with a wide spread be- 
tween rail and cargo shipments. Price 
drops were reported in random length 
standard and better dimension, with 
specified lengths holding up better. 


SEATTLE-—Faced with the after- 
math of a good buying spell, prices 
are again tumbling. Yards are for the 
most part well supplied with lumber 
and buyers can pick and choose. More 
and more transits are being pushed 
into the market, but selling them is 
another story. Green fir dimension 
has dropped $8-$10 during recent 
weeks, but fir and hemlock uppers 
have held steady. Plywood is still at 
$80. No. 1 shingles, 16” and 18”, are 
holding their own while No. 2s are 
weaker. 


TACOMA—Termination of the 
month-long longshore strike in Brit- 
ish Columbia ports has caused prices 
to ease off, particularly in the com- 
mon grades. Atlantic Coast dimen- 
sion has dropped from a high of about 
$77 at mill to where mills are asking 
$72, but not finding any takers. Most 
mills are still handicapped by a short- 
age of logs, but inventories are grad- 
ually improving. Timbers also seem 
to be easier because of the inactivity 
of the Japanese and Australian mar- 
kets. 

Plywood, while mills have indi- 
cated an intention of holding at $80, 
finds business done at lower prices. 
U. S. Plywood’s recent declaration of 
intent to hold at $76 for the balance 
of the year would seem to be forcing 
other producers downward to that 
figure. 


KANSAS CITY—Retailers have 
been paying as much as $5 a thousand 
more for key boards and dimension 
stock than they did 60 days earlier. 
The higher prices are sticking and 
there is little chance of a price re- 
duction in the near future. Particu- 
larly good buying has come from the 
Kansas-Oklahoma-Texas areas, where 
farm income has _ spurted. 

Retailers are paying $82 for 6”, 
No, 2 boards and $83 for 8” stock. 
On dimensions, a price of $90 is 
general for 2 x 4s and 2 x 6s in 14’ 
and 16’ lengths, while 2 x 8s cost 
$87. 
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Everyone is Sacrificing Principles on 


The Altar of Volume, Jobbers are Told 


Dealers should realize some sales are not retail in scope, 


Don Campbell says. 


Jobbers, dealers and manufacturers 
are acting like children about marketing 
today, says Don A. Campbell, execu- 
tive vice-president of the Kentucky 
Lumber Dealers Association. Each seg- 
ment of the industry accuses the other 
for the breakdown in distribution, but 
no one comes up with a solution. 

“We are placing too much emphasis 
on sales and too little emphasis on 
sound management practices,” Camp- 
bell told the 17th annual meeting of the 
Northern Sash & Door Jobbers Asso- 
ciation. 

The abuses of sound marketing prac- 
tices seem to spring from a never end- 
ing well of discontent and dissatisfac- 
tion, charges and counter charges. 

“Today we are facing a revolution 
in marketing methods, causing us to 
suffer from economic _ indigestion,” 
Campbell said. “All of us are sacrific- 
ing our principles on the altar of vol- 
ume.” 

Campbell encouraged the jobbers to 
first and foremost run their own bus- 
inesses. Not just as an outlet for some 
manufacturer’s brand, he said, but as a 
personal business, honestly and sincere- 
ly performing a service for the customer 
in his own territory. 

He suggested that jobbers assure 
themselves of the rightness of the sup- 
plier’s sales policy. The jobber should 
also establish his own sales policy, pub- 
lish it frequently and always see that 
it is in a prominent place in the cus- 
tomer’s office, Campbell said. 

“The retailer could relieve much of 
the misunderstanding today if he were 
big enough to acknowledge that there 
are some sales that are not retail in 
scope and consequently should not be 
routed through the dealer,” Campbell 
said. 

“Failure to do so often results in 
both the dealer and his supplier being 
knocked out of the business. The deal- 
er should also give to his supplier the 
same loyal support that he expects 
from his customers.” 


New president. Representatives from 
128 jobbers and 187 suppliers attend- 
ed the sash and door meeting in New 
York City. Charles E. Rogers of the 
Adams-Rogers Co., Indianapolis, was 
elected president of NSDJA. David 
Whitmer of Whitmer-Jackson Co., Buf- 
falo, N. Y., was elected vice-president. 

Two new members of the board of 
directors are John E. Herrnstein, Allen 
A. Smith Co., Toledo, Ohio, and H. 
Judson Holt, the Blount Lumber Co., 
Lacona, N. Y. 

In business sessions, the jobbers 
studied credit and collection problems, 
costs of doing business, handling of 
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component parts, sales training and 
new product development. 

Jack Lacy, sales training consultant, 
told the jobbers that their biggest chal- 
lenge was to develop the retailer into 
the best possible salesman. 

“Unless the dealer sells the product, 
nobody profits,” Lacy said. “Jobbers 
must make creative salesmen out of the 
people who represent them to the con- 
sumer.” 


Steps Up Training Program 
for Yard Employes 

The Lumber 
Dealers’ Mer- 
chandising Insti- 
tute, St. Paul, 
was founded by 
R. E. Saberson 
after his retire- 
ment from Wey- 
erhaeuser_ six 
; years ago. It has 
Saberson grown from ap- 
proximately 100 sponsoring lumber- 
yards until it now serves dealers and 
manufacturers in 40 states and Can- 
ada. 

Recently incorporated by a group 
of dealers and manufacturers, it now 
has ample financing for its continued 
development of training courses for 
lumberyard employes. 

So far LDMI has focused its major 
attention on training courses covering 
the subjects of salesmanship, install- 
ment and package selling, customer re- 
lations, advertising and displays. At 
the beginning of 1959, it will add 
courses On employe meetings, credits 
and collections, contractor relations, 
inventory control and turnover. Also 
under development by LDMI is a se- 
ries of training courses to be put on 
LP records for home study or em- 
ploye meetings. 

Officers of the newly formed corporation 
are: president, J. P. Weyerhaeuser, III, 
president of Rilco Laminated Products, St 
Paul; vice-president, A. E. Montgomery, 
president of Boise Cascade Corp., Boise, 
Ida.; secretary, J. E. Slaughter, secretary, 
Central Lumber Co., Stillwater, Minn.; treas- 
urer, R. S. Horton, vice-president, Standard 
Lumber Co., Winona, Minn. Headquarters 


for the new corporation is in the Ist Na- 
tional Bank Bldg., Dept. AL, St. Paul, Minn. 





Formica on Appliances 

Now you can match your refriger- 
ator and freezer with your kitchen 
countertop. 

New Philco major appliances have 
removable front panels so that any 
color or design of Formica laminated 
panels can be inserted in the front at 
any time 

A joint sales and promotional cam- 
paign is being set up by Philco and 
Formica. 
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For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 

























. Marshfield & Park Falls, 
*Roddis Plywood Corp. . Wisconsin 
Roddis Lbr. & Veneer Co. of Mich., Ironwood, Mich. 


Roddis Lb. & Veneer Co., Ltd. 
Sault Ste. Marie, Ontario, Can. 






Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 
dar Prod., Maple, Birch, Fig. Hdwd. Ven‘r’d Doors. 
Plywd. Modern Dry Kiln facilities. 












Subsidi f 
*Goodman Lumber Co... caiumet & Hecla, Inc. 


Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Hardwoods, Hemlock, White Pine and Bass- 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 















*+J, W. Wells Lumber Co. . . Menominee, Mich. 





Hard Maple and Oak flooring. Strip, Herringbone, 
Block patterns. Custom ‘iln drying. Upper grades 






Hard Maple and sirch lumber, rough. 














tMember Maple Flooring Mfrs. Assn. 







*Member Northern Hemlock & Hardwood Mfrs. Assn 
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Camino forests are altitude timber 
—soft textured, mellow, generous size— 
the ideal raw material for producing 
wide, thick pattern lumber, beautiful, 
clear interior finish, paneling, all-around 
building items, shop lumber, etc. And 
remember, Michigan-California is a 
veteran lumber producing organization, 
instilled with the spirit of careful man- 
ufacture and shipping—a- shipper of 
quality lumber for over four decades. 


We are satisfied that you will 
benefit by becoming acquainted 
with Camino Quality Sugar Pine, 
Ponderosa Pine and associated 
species. 


MICHIGAN-CALIFORNIA 
LUMBER CO. 
CAMINO, E! Dorado County, 
CALIFORNIA 
Camino Quality 
SUGAR and PONDEROSA PINE 


and associated species 
"+ 


OZ, La Fee Woodonh 
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CHARRED REMAINS of Gee's former 
store is visible in rear of photo. Gee 
will rebuild on this site as soon as it can 
sublease the building it now occupies. 


ie ll 
TEMPORARY HOME OF GEE CO. is adja- 
cent to its burned-out property. This 
store was used for reopening sale, one 
month after fire at yard. 


New lines, big bargains pull crowds 
to one-acre temporary supermart . . . 


“Grand Reopening Sale’ 


Four hours after it had been swept 
by a $2 million fire touched off by 
lightning, Gee Co., Chicago, reopened 
from temporary office headquarters. 

One month later, Jim and Edward 
Gee, Sr., co-owners and brothers and 
their staff of 125 people had moved 
into a leased building to open a new, 
self-selection store. 

Offering bargains, product demon- 
strations by 33 manufacturers’ repre- 
sentatives and free gifts, Gee an- 
nounced a Grand Reopening Sale. 
Media used to push the sale, which 
lasted 10 days, included six, full-page 
newspaper advertisements, radio spot 
announcements and direct mail. The 
promotion pulled around 5,000 cus- 
tomers daily. 

Bargains offered. Customers found 
these bargains: a house broom, one to 
a customer, for 79¢, regularly $1.29; 
a five-foot stepladder for $2.88, regu- 
larly $4.95; a three-piece bathroom 
set, bathtub, lavatory and toilet, fit- 
tings extra, for $88, regularly $139.95; 
J-M Terraflex floor tile, 25 colors to 
select from, 11¢ each, regularly 15¢; 
Micarta plastic counter topping, 29¢ a 
square foot, regularly 75¢ a square 
foot; disappearing stairs $15.88, regu- 
larly $23.95; and numerous other bar- 
gains. 

Those who bought on Gee’s easy- 


DEMONSTRATIONS by representatives of 
33 manufacturers attracted many cus- 
tomers during sale. 


weekly-budget-payment plan were of- 
fered an additional bonus. The first 
payment was not due for 60 days 
Typical purchases by each customer 
were those of a young housewife: a 
broom, a mahogany door and table, 
metal furniture legs, also storm sash 

“This is my third trip today,” she 
said. 

“We found the right formula for 
winning back customers after a shut- 
down,” declared Jim Gee. 


AUTO ACCESSORIES, a new line added 
by Gee, attracted many buyers. 


FIVE CHECK-OUT COUNTERS speed cus- 


tomer turnover. Cashier is Gee's Maralla 
Sullivan. 
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N™ week, or perhaps next month, you 

may begin seriously considering trading 
stamps as a stimulant to business or to stay 
competitive. 


While you may dismiss this comment as not 
for your yard, it is reasonable to face certain 


facts. 


First, it is estimated that about 60% of 
American families are already saving stamps. 
The premiums the public receives are a $2 
billion dollar business, bigger than all other 
promotional media, aside from newspapers 
Radio advertising ($622 million), magazine 
advertising ($814 miliion) and TV advertising 
($1.2 billion), did not play as important a role 
in merchandising as did premiums. 


The premium industry, moreover, is grow- 
ing. It's up 15%—20% over 1957 and in 10 
years a 100% increase is predicted. 


Second, manufacturers like the use of 
premiums and stamps, regardless of the feel- 
ings of the retailer. When their products are 
offered in premium houses, they get plus 
business greatly needed in today’s competitive 
economy. In addition, many manufacturers 
are now offering deals—premiums, if you will, 
which are often sold at a reduced price. 


Printers Ink, a publication for the advertis- 
ing trade, recently commented that, in their 
opinion, stamps and premiums were on the 
bottom of their list as effective merchandising 
tools. 


We agree in principal, but have noted 
that in the main, stores giving stamps are 
aggressive in all their merchandising. Stamps 
are an additional incentive in these stores. 
which already offer competitively priced 
merchandise, well-promoted by newspaper 
advertising. 


hile many lumber dealers giving stamps 

limit them to consumer sales, this is not 
generally true. A considerable number of our 
retailers are offering them to contractors as a 
inducement for repeat business and prompt 
payment of bills. Usually the contractor gets 
his stamps only when he pays up in 10 days 
from invoice. Often the contractor’s wife sees 
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Stamps and premiums as sales tools 





that this is done regularly. 


Similar rules usually encourages customers 
to pay bills on time. If outstanding accounts 
receivable are a problem, the added cost of 
stamps could be offset by less money out- 
standing—especially important considering the 
high cost of borrowed capital today. 


If customers pay bills more promptly and if 
sales are increased, are there really any valid 
objections to stamps? 


It would seem to us the most serious objec 
tion is the adoption of stamps to the exclusion 
of all other types of merchandising. We've 
seen dealers add stamps and do nothing to 
reach new customers. In a sense, they merely 
began sharing some of their profits with 
regular customers. 


The most successful users of stamps in the 
retail field continue to improve their stores, 
newspaper advertising is retained or increased 
and there is constant special promotion effort 
Stamps become an extra sales leverage, a plus 
stimulant added to an already live promotional 
program. 


t goes without saying that the cost of stamps 
must be paid for by volume, tighter control 
of credit and proper pricing. 


Pricing is especially important. We recently 
studied markups in grocery supermarts and 
found a terrific range—from about 11% to as 
high as 65% on some items. There are no flat 
percentage markups in grocery supers—it’s 
the old “what-the-market-will-bear” brought 
up to date. 


If you adopt stamps, keep in mind that once 
they are offered it becomes difficult to drop 
them. Customers will ask “why” and _ that 
becomes embarrassing. Also, if you decide to 
give stamps, try and nail down the _ best 
exclusive franchise available. Some stamp 
operators are marginal and offer limited 
selections of premiums. Provision for cashing 
in stamps should be prompt and convenient 
tor customers 
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HERE'S PROOF OF GOOD MANAGEMENT 


How five dealers boosted profits with Differential Costing and Yield Equalizing—the 


Average Annual 


1956 Gross 


Sales Profit 





Dealer A 
Dealer B 
Dealer C 
Dealer D 
Dealer E 


$ 250,000 
$ 675,000 
$1,900,000 
$1,500,000 
$ 500,000 


1957 Gross 
Profit 


management plan described below. 


Gross Profit 
% Gain, 1957 
Over 1956 
2.07% 
6.89% 
2.90% 
0.95% 
3.45% 


25% 
33% 
28% 
26% 
27.5% 


(No employes were added by any of the above dealers) 


Profit Formula That Works 


This pricing formula for all types of sales will enable you 
to meet cut-price competition, achieve a better net profit on 


overall volume. 


By Harold F. Birnberg, Senior Consultant 
Wolf Management Engineering Company 
Chicago, Illinois 


When the dealer down the street 
cuts his price, you’ve got a problem 
on your hands. You know you'll lose 
money selling at his price. What 
should you do? 

Some dealers feel they can do one 
of two things: hold the price and lose 
sales, or meet the competitor’s price 
and boost some other prices to make 
up for their loss on the cut-price item. 

You know the second choice is 
better, but which items should you 
boost and how much? 

Many dealers consider only two 
things when they set their price: how 
much they paid for the goods and the 
other dealer’s selling price. These are 
the dealers who aren’t doing very 
well. 

The dealer who is making money 
thinks of four more things. 


24 


1. He thinks of the item’s turnover 
and the cost of selling it. 

2. He wonders if selling this item 
will help sell something else. 

3. He thinks about how much gross 
profit he wants on the item and on his 
total sales. 

4. He thinks and plans ways to 
combine the item in a sale packaging 
materials and labor, giving him a 
profit on both. 

The “good old days”. In the “good 
old days” of one lumberyard in a 
town with no hard road to the next 
one, lumbermen were not salesmen. 
They were warehouse keepers. They 
stocked what might be needed by con- 
tractors and farmers. Whoever built 
had to come to them; what was the 
use of salesmanship? 

In those early days, a dealer’s sell- 


ing prices were set by what the traffic 
would bear. In general, they were 
figured at 1'2 times the purchase 
price or a markup of 50%. Customers 
bought on the dealer’s terms. 

When another dealer opened up. 
the traffic wouldn’t bear so much un- 
til the boys got together. They agreed 
who would sell which buyer and they 
agreed on the price. It took a long 
time for them to learn these agree- 
ments didn’t work, in addition to be- 
ing illegal. Those were the days of 
the rich lumberman. He was making 
a gross profit of one-third of his 
selling price and his expenses were 
low. 

As time went on, competition for 
the volume buyer caused dealers to 
give discounts off list. A contractor 
might get 10% off list, for example. 
He got this discount whether he 
bought one board or a wagonload. 

The homeowner was the only one 
who paid list price. This was because 
he didn’t buy often enough to learn 
about the discount and demand it for 
himself. 

Costs are higher. Many dealers to- 
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day are still giving these discounts 
to volume buyers on all their pur- 
chases—house job or a_ single 
window frame. This appeared all 
right until recent years when ever- 
rising costs of running a lumberyard 
got so high. Today, as many dealers 
know to their sorrow, costs are getting 
close to the traditional one-third gross 
profit. 

For example, if you buy lumber at 
$100 and mark it up the traditional 
50%, your list price is $150. Mr. 
Contractor gets his 10% off list, so he 
pays $135. This leaves you $35 on 
the sale, or 25.9% gross profit. 

But the cost of running your yard 
is getting higher. Last year, your ac- 
countant told you it was 22% of 
sales. Therefore, on that $135 sale, 
your cost of doing business was $29.70 
—$29.70 to cover your payroll, in- 
surance, trucks, etc. Instead of mak- 
ing $35, you actually cleared $5.30 
before taxes. A lot of work for prac- 
tically nothing. 

If somehow you could have sold 
that contractor at a higher markup— 
say 33%3%—you could have done 
much better. The arithmetic might 
have been based on a sale at $150. In 
that case, the $50 profit would have 
been shrunk by $33 as the cost of 
doing business; you would have ended 
up with $17 before taxes! 

It’s easy to see that this way you 
might have made more than three 
times the net profit you had by the 
other approach. The problem is: how 
can you increase your gross profit? 

In 1957, a number of lumberyards 
began working with a new method of 
solving this problem. It is called 
Differential Costing and Yield Equal- 
izing. 

These dealers boosted their gross 
profits. The increases ranged from 
almost one percentage point to nearly 
seven points! Their annual volumes 
were neither too small nor too large 
to be typical. (See Table 1.) The 
method didn’t affect their sales vol- 
ume; but the dealers made more 
money. Further good news is that 
the method was handled by employes 
on hand; no new ones were necessary. 

Five sales types. These successful 


SELLING COMPLETE JOB, getting profit 
on both materials and labor, is one 
way to boost net profits on your volume. 





Editor's note: Wolf Management Engi- 
neering Co. is the sister-firm to Wolf 
& Co., certified public accountants, 
accounting counsel to many retail lum 
ber associations and individual dealers 
A series of meetings with dealers to 
elaborate on the principles discussed 
in this article is being planned by Wolf 
Management Engineering Co. 











dealers recognize that they make five 
types of sales: 

1. Small retail 
counter, 

2. Larger retail sales in the same 
way. 

3. Job-lot sales to big-ticket re- 
modelers and to small-volume con- 
tractors. 

4. Wholesale volume sales to large- 
scale contractors. 

5. Brokerage sales of carloads 
shipped direct from the mill to the 
buyer. 

They recognize that there is a 
different cost of service on each of 
these five types of sales. For this 
reason, they set a gross profit goal 
for each of the types of sales. The 
types of sales are called differential 
groups and this procedure is called 
differential costing. 

For all groups, except brokerage 
sales, the dealers establish list selling 
prices that will yield the gross profits 
desired. In other words, the dealers 
have, basically speaking, four dif- 


sales over the 


ferent price lists, one for each of the 
first four differential groups. 
Where a dealer’s overall cost of 


doing business may be 22%, this is 
the average cost of selling all types 
of sales. The cost will be much higher 
on an over-the-counter sale than it 
is on a direct mill shipment. 

For this reason, it makes sense to 
set selling prices according to the type 
of sale. By the same reasoning, the 
price billed has to be determined by 
the type of sale, not the type of custo- 
mer. 

When a competitor cuts a price, 
the dealer usually faces a tough prob- 
lem. However, the second portion of 
this new approach to pricing cuts 


SMALLER GROSS PROFIT is possible on 
large volume sales, but a small sale to 
the big-volume buyer demands a larger 
gross margin. 
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down the size of this problem tremen- 
dously, if not completely eliminating 
it. 

Che profit goal he sets for each dif- 
ferential group is the yield he wants 
the sales of the group to average. Go- 
ing a little farther, the dealer knows 
that the turnover of an item times the 
profit per unit sold will give the total 
profit he can expect from sales of the 
item. 

The dealer also knows that, when 
he reduces a selling price, he can fig- 
ure the decrease in profit that he will 
have. To make up for this lower profit 
yield, he must raise the profit yield of 
another item or other items in that 
group. 

To do this, he raises the selling price 
of the item or items he feels can take 
a higher price, or higher prices. This 
method of balancing his selling prices 
io maintain the average profit goal 
for the group is called yield equalizing. 

What you do. In practice, the deal- 
er sets up his sales in groups. Accord- 
ing to the cost of selling each, he 
makes up a price list for each group. 
Within each price list, he makes ad- 
justments on, the selling prices of indi- 
vidual items so that, when the profit 
yields for all sales are combined, he 
will average the profit goal he has set 
for the group. 

For example, he may feel that the 
best selling price he can get on one 
item in a group yields only 15% gross 
profit. At the same time, he may have 
another item in the same group that 
he can sell for a gross profit of 100%. 

When he combines the sales and 
profits from the two items, he can see 
if they will average the profit goal he 
has set for the group. If not, he will ad- 
just the selling price of the high profit 
item until he gets the profit he wants. 

Thereafter, he classifies each sale 
according to the group into which it 
falls and applies the proper price. It 
is the type of sale, not the type of cus- 
tomer, that governs the price he bills. 

For example, if Kozy Konstruction 
buys one door and wants it charged 
and delivered, the service costs the 
dealer the same as if the sale were 
made to Hiram Homeowner. 

Therefore, the two sales are in the 
same group and are billed at the same 

(continued on next page) 


TOP MARKUP is needed for selling the 
small-volume buyer. Dealers should ad- 
just their pricing schedules accordingly. 
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price. And if Hiram Homeowner buys 
50 squares of roofing, the dealer's 
cost of service can be no more than the 
same sale to Kozy. Again the two 
sales are in the same group and are 
billed at the same price. 

Can you change price lists on a 
contractor? Yes. Profit-minded dealers 
are doing it every day. 

To be sure pricing is correct, the 
dealer often reviews his sales records 
and gross profit records for each 
group. He checks on his pricing prac- 
tice and can see where sales effort is 
needed and which items seem to go 
together naturally in a sale. 

The basis of your cost is how much 
you pay for the goods you sell. Rec- 
ords should be kept of this. Change 
these standard costs when a real up- 
turn or down-turn comes, but leave 
them alone when you get special bar- 
gains. When one of these standard 
costs rises or falls 5%, change it and 
your selling price for each of the 
groups in which you sell the item. 

Setting gross margins. To begin Dif- 
ferential Costing and Yield Equaliz- 
ing, you set up the differential groups 
to cover the ways in which you do 
business. Almost all dealers do busi- 
ness in one or more of the five sales 
types mentioned. 

Practically all retail businesses in the 
country operate under one or more of 
those same types. For this reason, lum- 
ber dealers who price for the same 
gross margins as other businesses with 
like operations, have been able to in- 
crease their profits. The types of sales 
and gross margins averaged by suc- 
cessful businessmen are: 


Lumber Deal- 

ers’ Differen- |Gross 
Types of Sales|tial Group Margin 
Small volume 








retailing Retail 40% 
Large Volume Retail 
retailing less 10% 3314% 


Small volume 
Wholesaling Wholesale 30.6% 
Large Volume Wholesale 
Wholesaling less 10% 23.0% 
Brokerage Special 0% to 
18% 


Differential Costing and Yield 
Equalization uses all the factors you 
need for good pricing. To assure your- 
self of profit-making prices, all you 
need do is maintain your standard 
costs, classify sales properly and bal- 
ance cut prices with raised prices. In 
this way you can expect a good aver- 
age profit because you have planned 
for it. 


Wheat Straw Board 


A building board made from wheat 
straw is now in production at the 
newly-formed Northern Stramit Co., 
Devils Lake, N. D. 
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New Power Tools Designed to 





End Mixed-Up Buying Habits 


In theory, when a professional build- 
er buys a power tool, he will select one 
designed for long and arduous use. Its 
high quality is matched by a high price 
tag. 

On the other hand, you would think 
that the home handyman, with only 
occasional (if frenzied) use of a tool, 
would prefer one at lower cost. 

But, it isn’t necessarily so, say many 
dealers and tool makers. Often as not, 
the pro and the amateur want each 
other’s tools! 

“Our heavy-duty industrial Maxaws 
are engineered for the professional,” 
said Larry Kabins, a sales executive 
for Cummins power tools. 

“But, time and again, dealers tell us 
that builders buy our economy saw or 
drill, which is made for the amateur. 
This is false economy for the profes- 
sional, of course, because the home- 
owner tool is not intended for the 
rigors of constant everyday use. But 
the initial selling price seems to blind 
many ‘pros’ to the long-run benefits 
of quality.” 

While tradesmen are buying tools 
intended for amateurs, the Cummins 
people have also noted a _ tendency 
among do-it-yourselfers to upgrade 
their purchases to the higher-priced 
models. 

“In most cases, when an amateur 
buys our industrial saw or drill, he is 
getting too good a tool for his limited 
needs,” Kabins told American Lumber- 
man, “but that doesn’t seem to bother 
him.” 

As a result of these mixed-up atti- 
tudes by both the ‘pro’ and the ama- 
teur craftsmen, the Cummins people 
have introduced an “in-between” line 
of electric saws, sanders and drills. 
These are aimed to satisfy the profes- 
sional in initial cost, yet perform well 
under his heavy use. They should also 
give the amateur plenty of power and 
prestige to suit his fancy. 

An example is the new Cummins 
¥%s” commerical portable electric 
drill, model 318, pictured at right. 

It is designed for fast drilling in 
wood and has the speed needed for 
working with carbide-tipped bits in 
stone, tile and concrete. It has a geared 
chuck and key, with the gears made 
of heat-treated alloy steel. The frame is 
die-cast aluminum, 9 inches overall. 
Cummins’ suggested retail price is 
$39.95. Dealer discount is 37%. 

Another example is Cummins’ 
model 466 sabre-jig saw, with a “non- 
stall, anti-vibration automotive cam- 
drive.” It is described by the maker 
as combining all the features of a rip 
or cross-cut saw, band saw, keyhole 
saw, hack saw, jig-saw and scroll saw. 

“It breezes through 2” dressed lum- 
ber at both 90° and 45° bevels,” say 
the Cummins people. 

Retail price on the sabre-jig saw 


is $44.95. An introductory price of 
$39.95 is suggested until January | of 
next year. Dealers receive 37% dis- 
count on this tool, too. 

Both of the new tools will fit into 
the Cummins dealer display fixture. 
Cooperative advertising is available 
to the dealer. 

“We still believe that our industrial 
tools should be preferred by the trades- 
man,” said Kabins. “And we know 
that our low-end tools are adequate 
for the typical handyman. But our new 
commercial line gives the lumber 
dealer an answer to the ‘pro’ who buys 
price but should not get the cheapest. 
It is ideal for the amateur, who feels 
a compulsion to upgrade his home 
workshop.” 

The Milwaukee tool maker said that 
the new tools will be marketed through 
lumber dealers, because of the lum- 
berman’s natural tie with the contrac- 
tor and carpenter. The retail profit 
percentage on the new “in-between” 
tools is above the markup on the Cum- 
mins industrial, heavy-duty counter- 
parts. 





SABRE-JIG-SAW (above) and 3” DRILL 
(below) are two models of portable elec- 
tric tools introduced by Cummins. They 
are priced between the company's home 
workshop line and its industrial tool line. 














needs. 





Jake Carr's Rules For Buying Lumber 


1. Know the characteristics of the various lumber species in terms of your customers 


2. Visit the mills you buy from and learn about their manufacturing processes. 
3. Be a student of the grading rules. 
4. Be willing to pay a little more for lumber that satisfies your customers. 

5. Buy from mills which end-stamp or otherwise identify their lumber. Buy from mills 
which are willing to grade-stamp. 

6. Use the technical and market knowledge of your wholesaler. 


7. Buy from those wholesalers anxious to help you make a profit. 








Lumber Buying Pointers You Can Use 


Chicago lumbermen explain their system, which has given 
them a reputation as shrewd lumber buyers. 


The intelligent lumber buyer makes 
use of all the skilled buying help he 
can find. 

This is a basic principle of lumber 
buying observed by Schenk Lumber 
Co., Chicago, Ill., operated by J. G. 
“Jake” Carr and his brother, Warren 
J. Carr. 

Jake is chairman and lumber buyer; 
Warren is president and financial of- 
ficer. The Carrs and their firm are 
well known in the Chicago market for 
their skill in buying and selling lum- 
ber; 90% of their volume is in lumber 
products. 

“No man can know all about lum- 
ber,” says Jake Carr. “Sawmilling 
and lumber utilization is a constantly 
developing field. If you depend 100% 
on even year-old information, you'll 
fall behind competition. 

“No lumber dealer can know all 
the good mills,” he added. “We know 
a lot of mills, but we can’t keep in 
day-to-day touch with them if we’re 
going to do a proper selling job. 

“That is why we prefer to buy with 
the aid of a good lumber wholesaler.” 

Select your wholesaler. Schenk 
Lumber Co. selects its wholesalers 
carefully. 

“We buy from four or five whole- 
salers,” Carr explained. “It’s their 
job to know and understand our busi- 
ness, just as we try to understand our 
customers’ business. The wholesalers 
we patronize realize they must help 
us make money before they can make 
any. 

“When the market is nutty like it is 
today, we get competitive bids from 
two or three of the wholesalers who 
know us. If we buy transit cars—and 
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we do at times—we are concerned 
where they come from. Here, espe- 
cially, the wholesaler’s desire to help 
us make a profit is important.” 

Know sawmilling. The successful 
retail lumber dealer must constantly 
increase his knowledge of lumber 
manufacturing, the Carrs contend. 
They make frequent visits to sawmills 
to kcep up-to-date with modern saw- 
milling practices, forestry develop- 
ments, sawmill machinery, grading 
practices and the like. This background 
is valuable in buying lumber. 

“Not 10% of retail lumber dealers 
know or care how lumber is manu- 
factured,” claims Carr, “important in- 
formation in selecting the best mills 
to buy from. The dealer can recog- 
nize from his own observation the 
way in which good sawmills achieve 
better results, then concentrate his 
purchases with those mills. 

“This selection of mills is done with 
the advice of the wholesaler,” adds 
Carr. “Every dealer needs help here.” 

Mill identification. “We buy lum- 
ber, if possible, marked with the name 
of the supplier,” Carr added. “A deal- 
er can build his reputation on a prop- 
erly identified commodity and end- 
stamping doesn’t cost anything.” 

“We think 100% _ grade-stamped 
lumber is worthwhile, too. It builds 
customer confidence. Identification of 
species is also good. Both are good 
sales tools. 

Customer preference. “Another 
point in buying lumber skillfully is to 
buy what your customer needs,” Cari 
said. 

“This does not imply a policy of 
buying what the customer says he 


needs. As a lumberman, you should 
know more than the customer about 
the grade and species that will do the 
best job for him. You should know his 
needs and objectives. That’s the only 
way you can buy intelligently. You 
not only have to know these things, 
but explain them persuasively.” 

Illustrating how this works, the 
Carrs have been leaders in the Chi- 
cage market in popularizing KD white 
fir dimension lumber, expecially stud- 
ding. 

Also, within the past few years 
they have been successful in selling 
contractors on using California red- 
wood studs graded under WCLA and 
PLIB rules, but only from two mills. 

“There was a price advantage at 
first on these items,” Carr said. “This 
is but one example how close con- 
tact with a competent wholesaler helps 
a dealer buy. Otherwise, we would 
have learned too late about the avail- 
ability of this item from certain north- 
ern California mills.” 

Another local industrial lumber 
market is being successfully sold by 
Schenk by introducing resawn native 
Illinois hardwood lumber, available at 
attractive prices in rough green stock. 
This was discovered by Carr’s knowl- 
edge of customers’ needs, which he 
matches with his wide knowledge of 
species, grades and mills 


More Dealers Than Ever 
are Now Reading 
AMERICAN LUMBERMAN 
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Only from Friden... 
“ena Of 


Along with 

10-key speed eum 
and convenience, VISIBLE PROOF 
OF ACCURACY. Full figures entered 
on keyboard show in Check Window 
before they are printed or added 


€ j ot 
ef Tiden Create? 2, 
4 New World 


Operator's hand (right or left) 
RESTS WHILE WORKING. on Friden- 
patented ‘Natural Way” keyboard. 
Over-size, plainly-labeled Control 
Keys (all live) speed out the work 


in comfort 


MULTIPLICATION is accomplished 
‘on the double”’ by Repeat Subtract 
and Back Space keys, with auto- 
matic stepover of multiplicand. No 
other 10-key adding machine at or 
near the price of this Friden can 


match its features. 


...-Tape-Talk units that automate office paperwork routines by reading, 

writing, calculating with punched paper tape: COMPUTYPER® +» ADD-PUNCH®¢ 
SELECTADATA® + FLEXOWRITER® + JUSTOWRITER® + TELEDATA® 
AUTOMATIC INPUT-OUTPUT MACHINE « Fully Automatic Calculator + Friden, Inc., 
San Leandro, Califernia...sales, instruction, service throughout U.S. and the world. 
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|, BILT-WELL 


SaaS SAS NTS 


Provide Creative Window Arrangements 


for 15,000 Home LEVITT Project 


Internationally famous designer and builder of homes, Levitt & Sons, Inc., of 


Levittown, New Jersey, chose BILT-WELL Casements for their latest project after 


considering all other competing window units. 


UNITIZED SILL 

One of the outstanding features of the new 
BILT- WELL Casement that makes it the choice of 
leading architects and builders is its arrangement 
flexibility. The cosement is uniquely engineered 
so that the sill is an integral part of the frame, 
eliminating the need for long, straight sills. Units 
can be grouped quickly and economically in any 
number of interesting combinations to add a 
touch of individuality to every home. 





FOOLPROOF OPERATION 
Feather-touch action for opening 
and closing the new BILT-WELL 
Casement is guaranteed by the use 
of specially designed and pat- 
ented operator and hinge mecha- 
nisms. All hardware is concealed 
to provide trim, uncluttered 
appearance 





COMPLETELY WEATHERTIGHT 


Two independent weatherstrip 
systems, a vinyl tubing on the inner 
jamb stop and a stainless steel 
strip around the four outside edges 
of the sash, make the BILT-WELL 
Casement the most weathertight 
window on the market today. 


CONSUMER APPHAL:: You add exclusive sales 


The Harmonious Arrangement of 


BILT-WELL ENGINEERED WOOD PRODUCTS 


Adds to the Appearance and Efficiency of Every Home 





THE BILT-WELL LINE: WINDOW UNITS, Double-Hung, 
Awning, Casement, Basement, Storm and Screen. CABINETS, 
Kitchen, Multiple-Use, Wardrobe, Storage, Vanity-Lavatory 
and Vinyl Counter-tops. DOORS, Exterior, Interior, Screen 


and Combination. 
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STORM PANELS—SCREENS 


Companion storm panels and 
screens that snap into place easily 
and quickly from the inside take 
the drudgery out of seasonal 
changing. Both units are color- 
toned to harmonize with surround- 
ing wood. 





90 DEGREE OPENING 
Unit opens to full 90 degrees for 
easy washing of both sides of 
glass from the inside and for max- 
imum ventilation. 


PROWLER PROOF 


Precision engineered sliding type 
hinge, unique roller operator arm 
and trouble-free gear operator 
make opening and closing of the 
BILT-WELL Casement effortless. 














FULLY GUARANTEED 


The BILT-WELL Casement is guar- 
anteed to meet the U. S. Depart- 
ment of Commerce Commercial 
Standard 205-56 and is com- 
pletely water repellent preserv- 
ative treated, conforming to 
N.W.M.A. Standards and bears 
the A.W.W.1. Seal of Approval. 


features to homes you design and supervise or build using the new BILT-WELL Casement 





For complete information on the New BILT-WELL Casement and other BILT-WELL 
Products see Sweet’s Architectural 17¢c/Car and 24b/Car, or Sweet’s Light Construction 
5c/Car and 9a/Car. 


CARR, ADAMS & COLLIER COMPANY 
(since 1866) Dubuque, lowa 


WELL 
pe 
WOOD ¥ WORK 
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BEFORE-AND-AFTER PHOTOS are used by salesman Joseph Wagner to arouse prospect's interest. Main Line recently swung over 


to sales of packaged kitchens. 


Swing to Package Kitchens’ 


Main Line Lumber takes full responsibility for com- 
pleted job with specialist to promote sales. 


A more aggressive kitchen merchandising policy is bring- 
ing excellent sales for the Main Line Lumber & Millwork 
Co., Wayne, Penna. 

“During the first six weeks of our revamped kitchen 
operation, we sold 14 complete packages,” declared sales 
manager Samuel Kulla. “We feel we have only scratched 
the surface of the potential available to us.” 

Main Line has long enjoyed sizeable sales volume of 
kitchen components available to the builder and consumer 
trade, but felt it was overlooking a strong sales possibility 
—the sale of complete kitchen packages. 

Generally, kitchens were advertised on a component 
basis with the customer requesting complete planning, if 
desired. 

Following the decision to promote complete packages, a 
complete kitchen exhibit was erected in the showroom 
showing three grades of wood cabinets, built-in oven, re- 
frigerator, electric range, stainless steel sink and other 
appliances. 

Joseph Wagner, a kitchen planning specialist, was 
placed in charge of the kitchen division. And finally, pack- 
age kitchens were added to Main Line’s weekly newspaper 
advertising. 


Up-grading the sale. “Anyone can sell a counter top or 
cabinet,” says Kulla, “but it takes a specialist to handle a 
complete installation. That is why we added a kitchen 
specialist. Not only does he help the housewife remodel 
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her entire kitchen, but his experience helps him sell a 
more complete installation and a better quality job. 

Wagner finds that in many cases customers want to 
remodel their kitchen, not because it has lost its usefulness, 
but because they want the room as modern as any other 
in the house. 

“The public changes automobiles, furniture and other 
items because of changes in style,” says Wagner, “rather 
than because they have worn out. This is a promotional 
factor we are trying to emphasize in the sale of kitchens. 
Custom designing provides this opportunity and we stress 
it to the fullest.” 

Wagner says that most customers already have a good 
idea of the type of kitchen they want from magazine ar- 
ticles they have read and model homes they have visited. 

However, in many cases such kitchens do not lend 
themselves to the particular customer’s space requirements 
and needs and the kitchen specialist has to explain why. 

“If we go too far afield, the customer may change her 
mind about a new kitchen altogether,” says Wagner, “so 
we have to please the customer, yet keep the kitchen work- 
able. We constantly stress the advantages of custom design.” 

The model kitchen in Main Line’s display room is the 
first step in selling the customer. Wagner points out the 
features and conveniences and compares the qualities of 
the various cabinets. When customer see the actual units, 
it is easier to sell them higher quality. 

“We also sell components such as cabinets and counter- 
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MODEL KITCHEN has three price grades of cabinets on dis- 
play. Also built-in range, oven, refrigerator and stainless steel 
sink. 


tops from the display,” adds Wagner. “One customer was 
interested in a $129 special, which we advertised. This 
included a 54” cabingt, sink, base, bread box and porcelain 
countertop. Shown a better quality unit, he bought it at 
$411!” 

A home visit is the next step. Wagner takes measure- 
ments and determines the actual needs and requirements 
of the kitchen. He also lists the ideas and suggestions that 
the customer has in mind. 

He keeps interest high in a completely modernized kitch- 
en by showing before-and-after pictures of actual installa- 
tions by Main Line Lumber. 

Beside a knowledge of kitchen layout and 


a kitchen specialist should also know 
plumbing, wiring, and masonry, says 


Package sale. 
room decoration, 
something about 
Wagner. 


BUILT-IN OVEN is given special emphasis by salesman Wagner. 
Over 70% of Main Line's kitchen sales are part of a remodel 
ing operation. 


I can give expert advice to customers who 
own installations. We sell kitchens 
but nearly 


“In this way, 
want to make their 
either way— installed or for the do-it-yourselfer 
every customer wants the installation service.” 

Labor as well as materials is part of Main Line’s package 
deal. Main Line has its own installation crew—another 
helpful sales point. 

“Our customers usually keep their old refrigerator, but 
buy other appliances such as a range or oven,” says Wag- 
ner. “Many add a dishwasher and a disposal. Customers 
talk a lot about color, but end up buying white appliances.” 

More than 70% of Main Line’s kitchen package busi- 
ness is coming from remodeling jobs, the remainder from 
new home projects, principally the prefabs that Main Line 
sells. So far, package sales are running between $2,000- 
$3,000. 








(CABINET HARDWARE | 


amen eo 


<ntintactmasinn seman 


using versatile Spacemaster No. EVU-ill 
basic frame unit. 





Visit Our Showrooms 


E F L E C TO 4 HARDWARE CORP. 


NEW YORK OFFICE 
AND SHOWROOM 


225 W. 34th ST. 
NEW YORK 1,N. Y. 


MAIN OFFICE AND FACTORY 
1400 N. 25th AVE. 
MELROSE PARK, ILL. 


October 27, 





CABINET HARDWARE MERCHANDISER | 


PACIFIC COAST OFFICE AND SHOWROOM 
851 S. LOS ANGELES ST. 
LOS ANGELES 15, CALIF. 
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REFLECTOR HARDWARE CORP., DEPT. AL-10 
1400 NORTH 25th AVE., MELROSE PARK, ILL. 


Gentlemen: Please RUSH my free copy of the 
new Spacemaster 59-S Catalog. 
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OWNER CHARLES MAY displays 
two solid-selling aluminum prod- 
ucts in his store: reflective insula- 
tion and screen wire. 


Houston dealer develops 


DO-IT-YOURSELF MARKET 


DO-IT-YOURSELF ALUMINUM RACK is 
a popular spot for homeowners, who buy 
these items for home improvements, dec- 
orative projects and hobbies. 
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for aluminum products 


Finds neighborhood trade is good for lawn edging, screen 
door grilles, molding, reflective insulation and canopies in 
‘world's most air-conditioned city." 


A small lumberyard; a store of just 
2,400-square feet; and a one-man op- 
eration demands “tight,” judicious 
merchandising. 

Charles May, owner of Houston’s 
Maynor Lumber Company, had 
learned in his 20 years of operation 
that he could not, in terms of space 
and time, afford to clutter his store 
with slow-selling merchandise. About 
three years ago, he began sizing up 
the husky growth of aluminum prod- 
ucts. His customers—nearly 99% do- 
it-yourselfers—were not far behind 
and soon began asking where this 
merchandise could be obtained. 


In checking over the potential mar- 
ket, May uncovered several difficul- 
ties. Manufacturers and distributors 
of the metal sewed up a great deal 
of this business through their own 
local sales offices and warehouses. 
Even tougher competition was found 
in the wave of home-improvement 
door-to-door salesmen. As housewives 
became increasingly wary of the meth- 
ods used in some of these latter pro- 
motions, May took his first venture 
in building a market for aluminum 
products. 

“This was my only unprofitable les- 
son”, he commented sadly. “I spent 

(continued on page 52) 
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Smart Consumer Dress for increased impulse buying 


Complete Line to give you more related-item selling 





Promotional Assistance|to help you SELL! SELL! SELL!. 
\ 









Make your cash register 
ring twice 


Display these abrasives by Carborundum 
with related hardware and SELL BOTH! 












9” x11” SANDPAPER SHEETS 
Complete line of highest quality 
papers and cloth in every 

grain type and grit size 










HANDY-SANDY® DISCS 





HANDY-SANDY FLEXBAC PAD DISCS 










Five discs in each envelope For disc sanders and 

Available in Red-I-Cut® drill attachments — FLEXBAC® PAD HANDY-SANDY SAND SCREEN 

Waterproof or Aloxite® paper. in durable Aloxite® grain. The amazing New no-swirl Convenient 41” x 51/2” size 
mark sander attachment Sand-Screen outlasts ordinary 






for electric drills sanding papers 15 to 1 








GRINDING WHEEL DISPLAY 
No. 2673. Compact and attractive 
HANDY-SANDY CUT SHEETS HAND-EEZ® grinding wheel selling unit Contains 16 
For oscillating sanders New all-purpose scouring wheels—3”, 4”, 5” and 6” diameters 


or hand sanding on wood, paint or metal. sponges. Scour with one side, 
clean with the other. 







Get these new FREE In-store Merchandisers by Carborundum « « 






This attractively printed 10”x 12" sandpaper display 
is designed to help you sell sanding papers with all 
related building, finishing, and refinishing products 
such as paints, brushes, wood, putty, nails, etc. The 
How-To-Sand Display answers all customer questions 
about grain type and grit size of paper or cloth for 


HOW- 
TO-SAND 
DISPLAY 














































@® Answers 





customer's every sanding operation. 
questions i. 
This powerful sales aid is made of rugged card stock, 
@ Saves you with a sturdy easel for counter use. It is also punched 
sales time 


and grommeted for use as a wall chart. The colorful 
surface is heavily plasticized for easy cleaning and to 
make the display a permanent sales aid in your store. 


@ Sells sandpaper 
for you 








HANDY-SANDY ASSORTMENTS 
Popular 41.” x 5” sheet size, 
available in Flint, Emery and 
Garnet Waterproof Assortments 


Com binet 


Sharpening Stones 


NIAGARA BRAND GRINDING WHEELS 


General purpose aluminum oxide 
wheels designed to fit most all 
home workshop grinders 


COMBINATION STONE DISPLAY 


No. 1400 — Six fast selling 
Combination stones — 
excellent for related tool sales 


wo 


MX® CUT-OFF WHEELS 

General purpose wheels — two 
types — for high speed metallic 
and non-metallic cutting. 


149L POCKET HONE 


Handy on-the-job sharpener 
for knives, scissors and small tools 





HANDY-SANDY SANDING BLOCKS 


Pliable rubber sanding block 
grips paper firmly, eases and 
speeds hand sanding 


711 UTILITY STONE 


General purpose stone for 
household, sports and shop use 
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} 
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46 HOME AND GARDEN STONE 
Sells quickly as all purpose 
sharpener for lawn tools 
and kitchen knives. 


e « they help you complete every sale with abrasives... 


These new “Keep-It-Sharp” stickers will help you sell 
an abrasive stone with every garden tool or home work- 
shop tool that requires regular sharpening. The sales 
message on each 1” x 2” sticker reads “IT’S SHARP — 
keep it that way with an abrasive stone by CARBO- 
RUNDUM.” Printed in two colors, each sticker has a 
large blank area for price marking. 

Handy pull-out package dispenses one label at a time 
... label is merely peeled from tape and is ready to 
apply without moistening. Every tool customer is a 
sharpening stone customer ...“Keep-It-Sharp” stickers 
help you sell both! 
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“KEEP-IT-SHARP” 
PRICING STICKERS 
with handy 
Pull-Out Dispenser 
@ To Speed Your 
Price Marking 


@ To help you Sell 
Sharpening Stones 
with Tools 


ORDER THESE RELATED PRODUCT SALES BUILDERS NOW! 


See coupon on following page ——, 





CARBORUNDUM 


REGISTERED TRADE MARK 


GIVES YOU MORE! 


more in one, complete abrasive line 


... more promotion assistance 
P HEADQUARTERS 


and selling aids | worn 


1 HARDWARE CATALOG 106. This complete abrasive catalog for the retail 
trades is completely illustrated. Contains 44 pages of Coated, 
Bonded and Abrasive Grain Products with specifications and pack- 
aging information. 

= HARDWARE WINDOW DECALS. Designed to establish your store as “Home 
Handyman Headquarters.” Sales message on reverse side reminds 
customer of sandpaper and sharpening stone needs. Decal, 6” x 3”, 
has clean stick glue edges...can be pressed on window readily and 
peels off without smears. 


3 HELPS AND HINTS BOOKLET. Customer giveaway — contains eight packed 
pages, 842”x11", of sanding and sharpening tips for home and 
workshop. Includes sandpaper selection guide and furniture refin- 
ishing recommendations. 


4 CHECK YOUR INVENTORY SHEETS. Place one of these sheets in every cus- 
tomer’s package. These workshop inventory sheets list all basic 
hardware items needed to equip a home-shop. With your store stamp 
on each, they work for you to bring Do-It-Yourselfers back to your 
store time and again. 

© HOW-TO-SAND FOLDER. Customer giveaway... Six pages, 614" x3%”, of 
paint preparation, sanding and finishing advice. Space for store 
stamp... Excellent for the home hobbyists. 


6} CONSTRUCTION TRADES FOLDER. Here’s a twelve page, 614" x31%”", folder for 
customers who work in the building and construction trades. Folder 
lists and illustrates all related abrasive products by Carborundum 
... promotes large order business in your area. 


7 FLEXBAC® PAD FOLDER. Sixteen page, 614” x34", promotion piece — 
explains how Flexbac sands without swirl marks. Features many 
home uses for the attachment and provides complete boat refin- 
ishing instructions. 


ORDER YOUR FREE ABRASIVE PROMOTION AIDS NOW! 


The Carborundum Company 
Merchandising Sales Branch, P.O. Box 477 
Niagara Falls, N. Y. 
Gentlemen: 
Please send me the following in-store sales builders: 


One each per dealer: 
[] HOW-TO-SAND DISPLAY [] “KEEP-IT-SHARP” PRICING STICKERS 


Indicate Quantity: 
—~- HARDWARE CATALOG 106 ——— CHECK YOUR INVENTORY SHEETS 
HANDYMAN HEADQUARTERS DECAL ~——— HOW-TO-SAND FOLDERS 
— HELPS AND HINTS BOOKLETS ———— CONSTRUCTION TRADES FOLDERS 
—. FLEXBAC PAD FOLDERS 


Dealer's Name 


Address 
2 CARBORUNDUM 


City Zone State REGISTERED TRADEMARK 


...the FIRST 
name in 


Display abrasives with related hardware SELL BOTH ! ABRASIVES 


Name of Your Carborundum Wholesaler 





JEWELED DISPLAY of cabinet hardware on the perforated 
metal wall panels has encouraged self-service. Note plastic- 
packaging of binned items. 


END SHELVES, 32 inches wide, added substantial display 
space at both ends of the 10 six-foot long islands 


$121,000 Hardware Sales in Small Store 


New layout, new fix:ures, brighter store atmosphere props up entire 


volume for California lumberyard. 


PAINT SECTION was expanded and new shelving installed in 
the store layout job done by the Union Hardware Co., Los 
Angeles. 


Refixturing their store to permit the display of ex- 
panded lines and a better display of items already in stock 
has helped maintain the overall volume of Palm Springs 
(Calif.) Builders’ Supply when lumber sales were dropping 
off. 

Hardware sales, which reached $121,000 last year, has 
been the key department in the expanding merchandising 
program. Surprisingly, this sales figure was achieved in a 
store, which for six months, was only 35’x35’. Just 
about a year ago, back office space was converted into an 
additional 12’ of sales space. 

The hardware volume ranges from $8,000 a month in 
mid-summer to $17,000 during the busy winter season. 

Kenneth E. (Gene) Fox, hardware department manager 
for 10 years, supervised the remodeling and refixturing 
of the entire store about a year ago. The store interior 
was painted with brighter, lighter colors and the floor 
covered with light patterns of tile. The wrapping and 
checkout counter at the back of the store was enlarged. 

Using the services of store layout specialists of the 
Union Hardware Co., Los Angeles, general manager Don 
Derbes invested about $6,000 in metal islands and wall 
sections with perforated backing. Each of the 10 islands 
are six feet long and use 32-inch long shelving at each end. 

Two islands are located in the center of the store, 
parallel to the length of the store. These are flanked by 
four islands on each side and angled so that customers 
can see more merchandise. 

Plumbing and electrical accessories were added as part 
of the expanded merchandising program. 

“The new fixtures show merchandise to a better advan- 
tage and encourage more self-service shopping,” says hard- 
ware manager Fox. 

(continued on next page) 
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it’s easy to 
prepare effective 
advertisements 
with... 


ADservice mats 


Simplify the job of preparing your adver- 
tising with easy-to-use ADservice ad mats. 
Anyone can turn out advertisements that 
bring in business, quickly and easily with 
amazingly low-cost ADservice ad mats. 

ADservice offers you persuasive copy, top- 
quality illustrations and attractive layouts 
custom-designed by professionals who spe- 
cialize in lumber dealer advertising. 

Used for years by hundreds of the best- 
known, most profitable lumberyards 
because — 


ADservice makes it easy to prepare effec- 
tive lumber dealer ads. 


ADservice will cut the time it takes you to 
prepare an advertisement. 


ADservice makes it simple to prepare any 
size ad. 


ADservice offers you hundreds of top- 
quality illustrations for your ads. 


ADservice supplies professional layouts 
for your advertisements. 


ADservice gives you fresh copy for ads 
that is convincing and action-provoking. 


For complete derails write today 
for FREE ADservice catalog. 
Available only from — 


American 
Lumberman 


59 E. Monroe St., Chicago 3, Ill. 


American L 
merican Lumbermay 


AD service 
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STORAGE SPACE was added to the metal fixtures by build- 
ing a 4” deep wood shelf along the top of the metal fixture. 
Lyle Harper is the hardware man. 


PLUMBING AND ELECTRICAL accessories are two new depart- 
ments added in the new store layout. Refixturing the store 
provided extra space. 


CUSTOMER SERVICE COUNTER is in the rear of the 25’x50’ 
store. This store did $121,000 in hardware sales last year. 


October 27, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








« Reduce splitting 


e Cost less 
we « Hold tighter 


e Drive easier 


i 


; 


“Extra holding power of ARDOX nails 


cuts damage, delays in transit” 
... feports FORD TRACTOR AND IMPLEMENT DIVISION 


By using Ardox spiral nails for blocking 
of tractors and combines on flat cars, the 
Tractor and Implement Division of Ford 
Motor Company has solved a troublesome 
and costly shipping problem. 
The people at Ford found that, with 
conventional straight shank nails, wood 
blocking tended to pull away from the 
flat car floors because of the bouncing, 
jolting and side-sway of the train. Ford 
is now using 50 and 60 penny Ardox nails 
to prevent damage and shipping delays. 
In addition to increased holding power, 
Ardox nails drive faster, reduce wood 
splitting and actually cost less than con- 
ventional nails. The lower cost is a result 
of Ardox nail design which provides more 
nails per pound. 
Get the facts on this superior, threaded- 
to-the-head nail, made from J&L quality, ca | —_ = 
higher carbon steel. For complete infor- oa ye was 
mation on how Ardox nails can cut your ioe — 
costs, write Jones & Laughlin Steel Cor- Ardox spiral nails develop up to twice 


. ; é h 
poration, 3 Gateway Center, Pittsburgh the holding power of equivalent 
30. P ~ - common nails. Field tests prove they 
30, ennsylvania. are up to 30% easier to drive. 











Jones & Laughlin Steel Corporation 


PITTSBURGH, PENNSYLVANIA 





b SUNFLASH / 


3 FROM THE 


SUN LUMBER CO 


7972 MELROSE AVENUE © LOS ANGELES 46 =© = OL 39-4425 
1800 WILMINGTON &D., SAN PEDRO, CALIFORNIA 
TRLEPHONES: Nivede 6-833! ~ TErminsl 2-6496 


TRAFFIC CONTROL AT SUN YARDS? 
With lumber sales increasing and next month looking better than ever, we feel Operation Optimism is 
going great guns. With all the activity at Sun, eyes in the back of the head are » must er you'll get clob- 
bered by one of the many fork lifts, pick-up carriers and trucks. Some days it gets a2 busy as the Hollywood 
Freeway et 5 p.m. Yes, there's a lot of building going up . . . as the next paragraph shows. 


UPTURN SEEN IN HOME BUILDING .. . 

A poll of the home building industry by the National Association of Home Builders indicates more than 
a million units this year, and more homes with an under $15,000 price tag. Changes in mortgage money 
practices prompt builders to believe that the market is better now than « year ago end will improve as it 


goes slong. 





Ask perceptive George J. Heltzer, president of the George J. Heltrer and Associ 

tion firm, reasons for more than $300,000 in qualified sales on a typical week-end ot Westridge Estates, 
his firm's new $12 million Canoga Park home community ef some 600 large family dwellings in the 
$20,000 price bracket 

First, good co t ction. Nothing but the best besic materials bied by master craft 
Popularity of the area. its proximity te such day-to-day living needs as shopping squares (new May Co.}, 
employment centers (North American Aircraft), schools, churches, ete. Diversity of floor plans. Westridge 
Estetes has 17, including one with four bedrooms, spacious family room and three baths. Others have three 
and four bedrooms and two baths. Diversity of exteriors. Westridge Estates has 35 varied stylings in both 
conventional and contemporary-modern. Two leading architectural firms were employed—one to do the 
“conventionals,” the other the “contemporary moderns.” tnclusi in the purch price, of many luxury 
built-ins. At Westridge Estates home buyers get such extras as built-in double wall oven with rotisserie, 
tabletop range, and built-in dishwasher, in choice of gas or electric. Easy, flexible one loan-ne second mort- 
gage” financing! Vets can buy in the current fourth unit with as little as $500 down, on 29-year VA loans 
at only 444% interest. Spacious sites .. . everyone « quarter of an acre or more! Hats off from Sun Lumber 
We're proud to have supplied lumber for this fine development. 











Dealer Aims Ads at Tract Builder 


Special promotional budget set up by Calli- 
fornia yard, which caters exclusively to mass builders. 


Homer Burnaby, president of the 35-year-old Sun Lum- 
ber Co., San Pedro, set up a special budget for a year-long 
advertising campaign which includes a monthly insertion 
in a Los Angeles building news publication(pictured above); 
a similar ad in a California lumber journal; and monthly 
issues of a direct-mailer called the Sunflash. 

The big lumberyard, which employs 17 salesmen who 
‘Hello, Any 2x8s Down There?”’ sell to some 35 tract developers, engaged a professional ad- 
The scope of the giant Sun Lumber Co. is shown by its vertising agency to develop a program to sell builders. 
new mobile radio communication system connecting the Andre Anastasion, Kennedy, Walker & Wooten, Inc., 
wholesale department, lumber yard, shipping department Beverly Hills, handles the advertising program with client 
and pier. Licensed by FCC and operating on industrial Burnaby. Advertising of any kind is unique for such con- 
wave lengths, the units are on carriers and lift trucks, con- cerns as Sun, which usually depend entirely upon personal 
nected with a major control board. The system is used in contact and materials handling efficiency in selling mass 

locating lumber and in barge unloading at the pier. operators. : 
Each ad includes a picture of a tract builder’s house, to- 


Project builders in southern California are receiving at- 
tention they seldom get from lumber dealers in a big city 

a creative advertising program directed expressly to tract 
developers, featuring facts on local tract houses as well as 
the lumber used in them. 
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range, etc. Each of the tracts spotlighed, of course, are 
built with lumber from Sun. 

By the time the year’s program is concluded, a dozen 
: major tract builders will have been featured. 
i Sunflash, the monthly mailer, spotlights yard salesmen 
or comments on current building trends, in addition to mer- 
: chandising “specials” such as 1x6-12’ A and Better Dry 


: : redwood rough. 
f Tract specialist. The promotions aimed at the mass build- 
| er are part of Sun Lumber’s sales division which specializes 
~ A in volume builder business. Each salesman is assigned to 
" specific tract builders. 


George Kelly, sales manager, says that the key man to 

cultivate in a tract group is the construction superintendent. 

Close contact with the “super”, he explains, enables you to 

q schedule loads in proper sequence, which reduces costs 

; for the builder. That is one reason why Sun Lumber sales- 

men are members of the Building Contractors Association 
as well as the Home Builders Association. 

Delivery schedules generally include five or six deliveries 
per day keyed to specific house plans. In its advertisements, 
Sun Lumber usually plays up the host of mechanical han- 
dling equipment at the Sun yards which are responsible for 
the efficient delivery of lumber. 


Volumitis. The scope of lumber sales by Sun for housing 
tracts is seen in the following completed orders for 398 
homes in the Westridge Estate subdivision: 

* 682,172 board feet of 2x3 random and _ specified 


lengths. 
if * 1,653,292 board feet of ceiling and floor joists. 
‘| * 1,575,284 board feet of 1x6 sub-floor and roof sheath- 
ing. 


gether with its design features, size of the project, price 





























DEALER AND TRACT BUILDERS—George Kelly, sales manager 
for Sun Lumber Co., chats with George J. Heltzer and Sey- 
mour R. Berman, builders of Westridge Estates. The trio is 
standing in front of a Sun truck which contains lumber for 
one complete Westridge house. 


* 1,209,980 board feet (226,860 pieces) of 2x4 studs, 
7’, 11”, all precut at the lumberyard. 

George J. Heltzer, builder of Westridge Estates, is quot- 
ed in a Sunflash ad that one reason for the success of this 
development, which received more than $300,000 in quali- 
field home sales on a typical week-end, is “the best of basic 
materials”’—supplied, of course, by Sun Lumber. 

The Sun company also supplies lumber to retail yards. 



















“He didn’t own a scooter ‘til he 
sold his business through that 
AMERICAN LUMBERMAN classified ad” 


Whether you're looking for a new job... 
a new man to fill an old job . . . want to 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of AMERICAN LUMBERMAN! 





American Lumberman 


@ CHICAGO 3, ILLINOIS 





59 E. MONROE ST. 





















DOOR 
BUTTS 





la IT- LIS aml lita Lowest Prices! 

















Compare... 
your present costs 
with these LOW, 
Low NET Prices! 


QUALITY GUARANTEED 


PRICE (NET) 
AIR 



























































































SIZE FINISH PER BOX PER P. 
3X8 rp tas, scr 32 
w7a 3972 | leeee serene -32'/2 
4" x 4" | #124 3t124R 1 Pr. with 44 
23" Prine Goat screw 32 
Be. th 8 | a 32/, 
4 x4" L124 = #124R Naa .44 
7 A 37'/2 
31/7," x 317," He ma ila Ba 38, 
EE eae a 
Ra SS ae 











Nickel. Bright 
Pol., Button Tip 


es os 1 Pr. with 
4 7 4 screws. 78 


ALL BUTTS PACKED 100 PAIRS TO A WOOD CASE 


MAIL OR PHONE YOUR ORDERS TODAY! 
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Write for Catalog on Business Stationery 


S. PARKER HARDWARE MFG. CORPORATION 


Quality Hardware Since 1900 
27 LUDLOW STREET - Phone WAlker 5-6300 - NEW YORK 2. N Y 
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“Our 33 Macks are the main reason why we are able to give our ready- 
mix customers the best possible service at the least possible cost,” says Mr. 
Grover Whitley, president of Whitley Construction Co. of Decatur, Georgia. 
Adds Mr. Whitley, “The extra strength artd low maintenance built into 


Miacks have significantly 











Whitley has eight of these 4-wheel Macks with 4-yard mixers for use on its 
smaller jobs, such as this residential construction. These Macks perform so econ- 
omically and stand up to wear so well that Whitley has four more on order. 














| 
| 
| 





“Beating the problem of high oper- 


ating costs was impossible for us 
until we bought our eight Mack 4- 
wheelers with 4-yard mixer bodies,” 
says Mr. Whitley. ‘‘In past years, 
we have used all makes of trucks 
in the lower price class for use on 
the smaller jobs, but maintenance 
and operating costs were excessively 
high. 

“Our business furnishes concrete 
for residential and commercial con- 
struction, which involves our trucks 
in both heavy city traffic and off- 
highway travel. Steep grades are 
frequently encountered, and on 
foundation pours the terrain is often 
very rough and the mud deep—con- 
ditions which do not make for low- 


iH - . 





cost operation. 

“Yet, with an annual mileage of 
30,000 miles (an average of eight 
trips per day), down time is negli- 
gible, maintenance is low, thanks to 
Macks’ superior construction. For 
profitable operation, these Macks 
top all our other trucks. In fact. we 
believe that our reduced costs of 
operation are due mainly to our use 
of Macks!” 

* * * & 
For the large pours, Whitley Con- 
struction Co. operates 25 Mack 6- 
wheeler mixer chassis, again with 
top operating economy and little 
down time. The extra strength built 
into the chassis and sheet metal of 
all Macks pays dividends in extra 


Two of Whitley's 25 Mack 6-wheelers pouring concrete at roadway construction site. 
Each of these Macks carries a 5Y%2-yard mixer. Whitley has found that Macks carry 
these back-breaking loads with ease and dependability, at minimum operating cost. 


reduced operating 





costs... 


years of service that no other truck 


can equal. 


If you are looking for equipment 
that can substantially reduce your 
operating costs, let your Mack rep- 
resentative show you why Macks 
are the cheapest in operation and 
require the lowest possible mainte- 
nance costs. Mack Trucks, Inc., 
Plainfield, New Jersey. In Canada: 
Mack Trucks of Canada, Ltd. 


MACK 


first name for 


TRUCKS 











fg 
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ASBESTOS PRODUCTS and fiberglas are among the 


wr 


products stored in the warehouse. Very little lumber 
is used in city home building. 


Meet Klauss Muller 


Building Material Dealer 


Proprietor of Reinhold Schwartner KG, 


“Baustoffgrosshandlung” 


or building materials in quantity) 

















NEW SALES DEPARTMENT building is being erected to 
handle the growing business. 


REPORT FROM GERMANY 


Home Building is Booming in Cologne 


Wages are low, materials high in this Western Germany 


city which is rebuilding itself. 


By Robert Borja 


This is the fourth in a series of ex- 
clusive articles about building materials 
dealers and how they operate in other 
parts of the world. 

Building products merchandising is 
a busy trade in Germany. Searching 
for a representative city, I came down 
across this northern and western sec- 
tion. 
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Finally, in Cologne, I found what 
I was looking for. Cologne is perhaps 
as typical of West Germany as any 
city. Situated on the Rhine, she was 
necessarily a major target in our drive 
to conclude World War II, but much 
earlier in the war she was a major 
aerial target as a railroad center. 

A week’s wandering through her 
streets still reveal brick and stone 
shells with barbed wire across window 
openings to keep children from climb- 


ing about in such dangerous play- 
grounds. Temporary brick walls hide 
other holes of ruin. But these 12 years 
have sprouted glass and steel struc- 
tures downtown and fresh new com- 
munities of trim stucccoed homes fur- 
ther out of town. 

More about finished homes later. 
Now let me take you for a visit with 
builder’s merchant Klauss Muller of 
Reinhold Schwartner KG., “Baustoff- 
grosshandlung (building materials in 
quantity).” 

Business Is Brisk. There was no 
need to try my stumbling German 
with Klauss, because in the ironic way 
fate sometimes deals blessings, he 
spent some years in America—in 
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TRADITIONAL HOUSE in Cologne being built of bims, 
a lightweight brick of lava and cement. 


ROW HOUSES from the rear indicate how trellises, 
flagstone porch and the inset to shade kitchen windows 


give privacy. 


P. W. camps—and spoke English, 
American brand. Now he wears the 
smile of a man with a future as he 
escorts me about this 50-year-old es- 
tablishment. He showed me how brisk 
business is in Cologne. 

“We have six trucks, but I can only 
show you one because they are all on 
the road,” he explained. Inside the 
yard, which must measure about 6,000 
square yards, new sales offices are 
being rushed to completion, also 
garages for the trucks. 


TYPICAL MODERN HOUSE of stuccoed, concrete brick 
Price, $10,000 to $15,000 





TOP HALF OF A HOUSE being restored—bricks going 
into place, forms being poured and interior walls being 


reconstructed simultaneously. 


The present retailing arrangement 
appears to have been a last-minute 
concession to the customer! It consists 
of a closed wall cabinet with a brick, 
a piece of tile, etc. 

The expansion of the firm could be 
contributed to more than one factor. 
Aside from the strategic nature of the 
business, I learned that, in contrast to 
the situation in the U. S., labor was 
cheap and materials dear. A good 
profit is maintained under these con- 
ditions at Schwartner’s by: producing 





. Number of rooms—4 


. Unions—every trade is unionized 


. Approval—city authorities. 


the owners. 





Home Building in Cologne 


. Size of average home—60 to 80 sq. meters or 63 to 84 sq. yards. 


. Cost—42,000 to 60,000 D.M. or $10,000 to $15,000 

. Units constructed annually—1,000 homes and 11,000 apartments 

. Who builds them—private individuals and trade companies and _ state 
backed non-profit capital societies. 

. Ratio—50% privately, 50% by associations 


Loans—associations raise 10% of their costs, the first mortgage (20% to 
30% at 72%) from the free money market, the rest from the Federal 
“Land"’ at 1 to 2% per annum). Interest starts after mortgage from the 
money market is fully redeemed—30 to 36 years. 

. American products used—usually none. 


. Owner built homes—about 10% of owners build up to 20% themselves. 
Do-it-yourself repairs—most repairs by the trades. Some small repairs by 
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some of the things they sell—sand, 
gravel—and by being sales agents for 
certain items, such as “Florbest” (the 
name for asbestos tiling produced in 
Germany under American license), 
and acoustical and thermal insulation, 
which they install as well. 

Herr Muller supplied me with a few 
prices for comparison: 

Cement per 10 tons-720 D.M. or $170 
Standard bricks (somewhat larger than 
U. S.)—per 1,000—120 D.M. or 
$28.50 

Bims per 1,000—78 D.M. or $1750 

The last named is a_ lightweight 
brick produced in Neuwied of lava 
and cement. Another interesting prod- 
uct was “ciment fondu” and aluminum 
cement from France, useful around 
heavy machinery for it sets so firmly 
in 24 hours that it can support a print- 
ing press in operation. In evidence, 
too, were the fiberglass reinforced 
polyester sheets as we know them at 
home. 

I saw these things and more, like the 
unique silo system for cement storage 
and shipment. A portable silo is rent- 
able, which is delivered and tipped up 
in place by special truck and another 
specially-equipped truck blows it full 
of cement. 


Low wages. I then asked Klauss 
about lumber. He explained: “No one 


(continued on page 67) 
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STRAPPING SPECIALIST, Tom Osborne, Jr., whose 
job is to package lumber for delivery to home 
builders. 


48’’"-WIDE PACKAGES are often made up at the Stahiman 
yard for storage in open sheds or for outdoor storage. 


Strapped Packages 


Houston lumberman meets builders’ needs 
with lumber packages strapped in the yard; finds 
oval-shaped strapping ideal for this purpose. 





Loading a truck for delivery to a home site now takes 10 
minutes at Stahlman Lumber Co., Houston, Tex. This job 
once required 442 man hours. 

The savings in time and labor costs comes from strapped 
packages, compared to piece handling and loading by hand. 
Stahlman’s packages are loaded as needed for individual 
house jobs, strapped in the yard. Then, the bundles are 
quickly unloaded where and when the builder wants them, 
using roll-off techniques. 

“Before we mechanized, a crew of three took an hour 
and a half to load 4,000 board feet of lumber from bins 
to delivery truck,” said W. J. McClain, wholesale division 
manager. 

“After two years experience with our mechanical meth- 

AIR RIGHTS in the Stahlman shed is one result of mechanical ods, we now know that strapped packages handled with 
handling and unit packaging. Each of the packages in lift trucks save us the labor charges of about 12,000 man 
picture is strapped. Note broken package at right. hours a year.” 


48 October 27, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





UNIQUE SHED at Stahiman Lumber with columns and beams of a single unit, built on jig that was placed on slab. Four pieces 
of 3%,” exterior plywood, secured on the outside, form each of the 11 units. Lift trucks can work from all four sides of 


the structure. 


Save 12,000 Man-Hours a Year 


Open shed. Stahlman’s new sheds, one of which is pic- 
tured above, are open all four sides for easy entry of lift 
trucks. 

Mill shipments come packaged in some cases. Other 
lumber is strapped at the yard, either for shed storage or 
for builder deliveries. This is the sole job of one employe. 
He straps upward to 2 million board feet of lumber per 
month. 

A package of 2x4 studs, containing 240 pieces, is 
strapped in three minutes. 

The Texas dealer uses oval-shaped steel strapping from 
A. J. Gerrard Co., whose strapping machine includes a 
step-gripper which reduces waste. McClain said that in the 
2x4 package mentioned above, there will seldom be more 
than three or four inches of wasted strapping. 

“There is little stretch in oval strapping,” said McClain. 
“The five machines we use to tension the strapping around 
the lumber maintains desired tension, twists and cuts the 
strapping. Oval strapping gives greater lineal feet per 
pound, too.” 

No pilferage. With strapped lumber, there is less fear 
of vandalism at the building sites, McClain said. 

“Several of our contractor customers call us on Friday 
to re-pack lumber at the sites. This is a special builder 
service. When they are ready to work again on Monday, 

(continued on next page ) 


PACKAGE FOR BUILDER is loaded on Stahiman truck after 
being steel strapped. W. J. ‘‘Jack’’ McClain points to the 
strapped delivery unit. 
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PRODUCTS 


MANY TYPES FOR 
SUBURBAN HOMES 
ESTATES - CLUBS 
Gates To Match 


WHITE CEDAR 
SCREEN TYPE 


Right — POST AND 
RAIL— Hand Split— 
2,3, 4 or 5 Chestnut 
Rails. 4 





Note how 
ends of rails 
are doweled 

for easy 
assembly 
7 ors ft 
sections 


YARDS — Toledo, O 
W. VA. - Bayard 
Webster Springs 
Fort Springs. 

VA. - Clinchburg 


PENTA PRESERVATIVE 
We can treat both posts and rails with 


We can serve your truck this nationally known preservative. 


—-write For WOOD PRODUCTS CO. 
CATALOG TOLEDO 12, OHIO 
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Increase Sales with 


oem fe 
54-12)’ fele]e 


Certified K.D. 
All Grades 
All Patterns 
Mouldings 


UNION LUMBER COMPANY 


TREE FARMERS AND MANUFACTURERS 


FORT BRAGG 
CALIFORNIA 


San Francisco Park Ridge, Ill. 
Los Angeles New York 


Member 
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they simply use a wire-cutter to re-open the packages.” 

Inventory. McClain said that with packaged lumber in 
the sheds, inventory is taken each week. “Previously some- 
body had to hand count each piece,” he said. Packages 
in the shed contain lumber of the same thickness and width, 
whether they come from the mill or are packaged at the 
Stahlman yard. 

B. J. Stahlman, president of the Houston yard, was so 
pleased with results of mechanized handling and the strap- 
ping methods shown here that he invited Texas lumber 
dealers to his yard for unit-load shipment demonstrations 
last year. 





ARRIVAL AT PROJECT—Lumber on truck has two bands of 
oval strapping. The load is also chained. Truck driver pre- 
pares to roll off the load. Virgil Fry, Stahlman salesman, looks 
on at right. 


DOWN IT GOES, quickly and easy, with no damage. Straps 


are intact. 


inact aa Gina © afi: Sich S ae 
LOAD IS READY for workmen, placed directly on spot nearest 
the house where lumber will be used. If lumber must be 
kept on site over week end, dealer will come to site and re- 
strap it for the builder to prevent pilferage. 
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Entry Enclosure for Door and Window Display 


MANASQUAN, N. J.—Customer num 
cannot miss aluminum products at 


awnings, 


combination storm 
doors and windows. 


ad 


Cross-Country Reporter 


Minimum Charge Sale 


NORTHBROOK, ILL.—When man- 
ager Robert V. Bailey set a $25 
minimum on charge sales, he softened 
the blow with a “sorry” sign and a 
brief mimeographed statement of the 
reason for this policy. 

The sign was placed on the order 
counter with a pile of the mimeo- 
graphed letters of explanation. Ex- 
plained Bailey in the letter: “Our costs 


“ VV > « Vv - so ne 
We have sold have risen to the point where we ei- 


Linden Lumber Co., Manasquan, N.J. 
As they enter they see an array of 
jalousie windows and doors, alumi- 


hundreds of these units simply be- 
cause of this entry installation,” said 
manager Fred Dell’ario. 


ther have to raise our prices or estab- 
lish a minimum amount which may be 
charged. We have chosen the latter to 


Siding? No, Display! 


SANTA BARBARA, CALIF.—By building two hori- 
zontal strips across the front of a glass window of the 
lumberyard store, Rancho Lumber Co. here provides spec- 
tacular display for various fiberglass-reinforced building 
panels. The up-front display idea is used to tie-in with ad- 
vertised newspaper specials in the plastic panel line. 


give you an opportunity to save by 
paying cash for your small purchases.” 





Building Up the Builder 


LIVONIA, MICH.—When many dealers erect a show- 
room which draws a large homeowner trade, the builder 
customer often is “lost in the shuffle’, when actually he 
is an important mainstay of the dealer’s overall sales, de- 
spite any increase in consumer business. 

Sibley Lumber Co. solves the potential problem of con- 
tractor relations in its supermarkets with a huge sign 
within the store, “Builders’ Dept.”. The professionals have 
no doubt about where to come to get the special services 
which they deserve, with salesmen who are intimately 


acquainted with their needs. 
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HARD-TO-GET TOOLS for builders keep them coming back 
to A. Boilard’s. Bob Boilard, left, helps contractor make a 


selection. 


Builders’ Day-to-Day Needs 
Makes Profitable Hardware Market 


New England dealer ties down builder customers with a 
wide selection of hardware items, discounts and plenty of 


service. 


Losing the formal bid for hardware 
for any major building or construction 
project doesn’t mean the lumber dealer 
has lost the opportunity of selling 
hardware to contractors working on 
these jobs. 

A. Boilard & Sons, Inc., Indian 
Orchard, Mass. found this to be true 
when the Massachusetts Turnpike was 
under construction and with such 
buildings as an addition to a municipal 
hospital and a new prison. 

“Every builder and contractor needs 
a hundred items not found on formal 
bids,” explained Bill Boilard. 

“We bid along with everyone else 
on door knobs and hinges, but we’re 
also out to sell the day-to-day items 
needed on every job. This means buck- 
ets, shovels, striking hammers, trowels, 
floats, large bolts and nuts and many, 
many expendable items.” 

Boilard’s maintain their builders and 
contractors trade on three points—a 
10% discount, service and wide selec- 
tion. 
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Fast service to a contractor on the 
job is often the reason for continued 
patronage. A builder may need a half 
dozen shovels to keep his crew busy. 

A call to Boilard’s and a fast trip in 
a pickup will get the shovels there. By 
itself the trip may be costly, but it 
keeps the door open for future sales. 
Oftentimes, too, the driver will pick up 
an order on the trip. 

Boilard’s has set itself up as the 
place where a contractor can get any- 
thing. 

“I’ve been all over town, looking for 
this,” is a frequent customer comment. 
The firm carries no housewares or gad- 
gets in its hardware line; rather, it car- 
ries a full line of tools for carpenters 
and masons. 

“Sales to contractors are 99% 
final,” explained Bill. “These custom- 
ers know exactly what they want and 
take it away. The markup on such 
items is excellent. There’s probably no 
cleaner, faster, more sure way of mak- 
ing money than on this type of sale.” 








Do-it-Yourself 
(begins on page 34) 





over $500 in a direct mail campaign, 
which showed clearly how a customer 
could get his home improvements 
cheaper through a lumberyard. But 
the foot-in-the-door boys still got the 
business”, he went on. “Maybe they 
got to the customers at the right 
psychological time or maybe the peo- 
ple had no defense against high-pres- 
sure selling.” 

Do-it-yourself market. May then 
turned to another market—the build- 
your-own neighborhood trade, hitting 
a small but multiplying jackpot. May- 
nor Lumber is located in the midst 
of a middle-income section, where 
homes range from brand-new to 10 
years old. He soon found customers 
who, in addition to other weekend 
projects, were looking for aluminum 
to replace screens and for insulation. 

His stock of the metal has grown 
and now includes many sundry items 
appealing to homeowners: lawn edg- 
ing, screen door grilles and guards; 
tops for barbecue grills; and plastic 
aluminum in tubes. The store’s rack 
display of aluminum products includes 
stripping, molding, tubing, door tracks, 
sashes, continuous hinges and deco- 
rated sheets. 

“From this rack merchandise 
alone,” May remarked, “I sell enough 
to require complete re-stocking four 
or five times a year—not more than 
about 1% of my total sales, but a 
steadily growing department.” May- 
nor Lumber can also supply requests 
for aluminum windows, doors, flush- 
ing and roofing, though they are not 
carried in stock. 

The store’s biggest aluminum vol- 
ume is in screen wire, stocked in all 
standard widths. The plain and deco- 
rated do-it-yourself sheets are next in 
favor, the owner finds. In what is 
often called “the world’s most air- 
conditioned city”, there is a popular 
trend among homeowners to _ build 
aluminum canopies over their window 
units. Reflective and wrapped insula- 
tion also sell well. 


MAY DEMONSTRATES a strip of alumi 
num lawn edging and calls customer's 
attention to grilles, guards and brackets 
in his aluminum inventory. 
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| MEMO TO 
‘MANAGEMENT MEN 
IN THE MAKING: 


WHERE THERE’S BUSINESS ACTION THERE’S A BUSINESSPAPER 


Some blessings we take for granted. Like ice cubes. Or 
indoor plumbing. However, older men—wiser men—say a 
little prayer of thanks for things they know they couldn’t 
do without. 

Among these wiser men are the men who make top-level 
decisions in business. 

To make decisions, they must have facts. All the facts. 
All the pertinent information they can get. And they get a 
major portion of that information from one unique source: 
the business publications they subscribe to. 


No businessman is fully informed until he reads his business- 
paper. He reads it for profit, not for pleasure. He searches 
it through for news of the trade or industry. For facts. For 


One of a series of advertisements prepared by THE ASSOCIATED BUSINESS PUBLICATIONS 


fresh ideas. For new products he can put to work. And he 
reads the advertising with the same intense concentration 
he devotes to the editorial pages. 

He knows that his businesspaper is vital to his success— 
to his very livelihood. And he says a little prayer of thanks. 
Every man on the way up can profit from his example. 
Take a tip from the reading habits of key men at every 
level. Take out a subscription of your own. Read every 
issue...and read it searchingly. It’s your businesspaper, too. 


where there’s building products business there's... 


AMERICAN LUMBERMAN 
and Building Products Merchandiser 





Budget Terms 3 / Open Daily 
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SHOPPING DAYS 
UNTIL 
CHRISTMAS ! 


SELECT HIS GIFT 
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ERB’S NOW! 
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Easy te Assemble 


Extra Heavy 
LEG BRACKETS 
$4.95 Set of 4 
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SHOPPING FOR POP? 
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Cash & Cerry 
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DISPLAY ADVERTISING is necessary to sell your store 
as Christmas gift headquarters. Good ad illustrations 
are important. American Lumberman has a helpful 
series of ad mats available on Christmas themes and 
gifts. A few are reproduced in the Erb Lumber Co. 
ad, above. 





SEASONAL THEME using Douglas fir plywood patterns at- 
tracted favorable comments at Progress Lumber Co., Redwood 
City, Calif. 


STORE INTERIOR at J. H. Jackson Lumber Co., Denville, N. J., 
is given a holiday treatment with the use of a Christmas tree, 
simple trimmings. 


Only 49 More Shopping Days Til Xmas! 


SIMPLE BUT EFFECTIVE holiday decoration for store exterior is 
seen at Sawyer’s, Worcester, Mass. 


Here are a few reminders on store decora- 
tion, merchandising and advertising that will make 
this season more profitable for you. 


Window displays, seasonal product promotions, store 
decoration, newspaper advertising and special Christmas 
promotions should be in the works before Thanksgiving. 

A window decorator from one of your local stores can 
usually be hired to do seasonal windows, if you want to 
create a special atmosphere. 

On this point, one question is inevitable: 

Should the window merely reflect a Christmas theme or 
give merchandise a hard sell? 

Some dealers compromise by using a strictly Christmas 
theme in one window and product displays in other win- 
dows. 

Gifts for everyone. Gifts from the home from a com- 
plete kitchen to fireplace equipment are naturals for Christ- 
mas promotion. 


54 October 27, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Both power and hand tools are No. | on the gift list for 
men. Many dealers have found it a good idea to package 
a set of hand tools for the Christmas selling season; some 
tool manufacturers offer such packages. A junior set of 
tools for the youngster is a good companion item along 
with a work bench. The multi-purpose power tools make 
an excellent big ticket package and the sales of accessories 
are likely to continue for many months afterward. 

Compiling separate lists of gift suggestions for the man, 
wife, children and home is easy to do. This list can be put 
to good use in your newspaper advertising and on a sepa- 
rate store placard where shoppers can see it. 

Christmas trees. One strong promotional item that many 
dealers are using is Christmas trees. They are frequently 
sold at near. cost just to stimulate traffic. Tree stands and 
Christmas tree decorations make natural tie-in sales. 

Toys are a high-profit item, but the inventory problem 
has stopped many dealers from stocking them. The answer 
to this problem is found in, “Tag System Cuts Toy Han- 
dling Time, American Lumberma.1, October 13, 1958. 


SOMETHING FOR THE HOME window display at Ebenreiter 


Lumber Co., Sheboygan, Wis., offers a wide variety of medium 
price gifts. 


YARD DISPLAY of playhouses, doghouses and other small 
yard-fabricated buildings is sure to attract attention. 


SUGGESTION LIST will help you sell more gifts. Similar list for 
your newspaper ad is a good idea. 











BUSS No. 4L PLANER 


PERFECT CHOICE FOR 
LUMBER YARDS 
and SMALL SHOPS! 


A MEDIUM size, wedge-adjusted plan- 
er which is widely used in nearly 
all phases of the wood-working industry. 
Equipped with sectional feed roll, sec 
tional chip-breaker and four driven 
rolls which permit planing pieces of 
varying thickness without danger of 
kick-back, Has built-in knife 

grinder, variable speed, in- 

stantaneous control of lower 

rolls, instantaneous 

micrometer control of 

pressure bar, shear- 

ing bar and other 

highly desirable 

features. Sturdy, 

seml-steel cast 

frame. Capacity: 

24"'. 26° or 30" 

x 8". A real pre- 

cision, production 

machine at mod- 

erate price. Write 

for descriptive 

bulletin — No. 54 


MACHINE WORKS 
238 EIGHTH ST., HOLLAND, MICHIGAN 


Circle No. 18 on Coupon, page 68 


2-WAY 
PANEL SAW 





¥ 
1 


CROSS-CUT OR 


SL PRO 
TIL my cutting pane 


Retail lumber yards all over the 
U. S. and Canada are using the 
Bennett 2-Way Panel Saw to give 
quick, accurate, cut-to-size serv- 
ice—at a profit. 


t 
AMINATES 
PLASTIC LAM 
And Other Materials! 


@ ACCURACY—all cuts are 
consistently square. Verti- 
cal and horizontal scales 
are attached for selective 
cuts. 


SAFETY—machine is fool- 
proof. Completely safe for 
unskilled help. 


RIPS OR CROSS CUTS 
without removing panel 
from machine. 


ONE MAN OPERATION— 
one mon con cross cut or 
rip a 4’ x 12’ panel quicker 
than two men con on a 
table saw. 








WRITE FOR PRICES AND LITERATURE 


RICHARD C. BENNETT MFG. CO. 


BOX 339 LACEYVILLE, PENNA. 
Circle No. 19 on Coupon, page 68 
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_ AMERICAN 
LUMBERMAN 


Combines Sheathing & Siding in One Panel 


Dubl-Bilt, a new two-in-one product combining sheathing 
and siding in a single panel, has been added to the maker’s 
line of laminated wood fiber wallboards. Dubl-Bilt combines 
two 3/8” panels welded together to a total thickness of 
approximately *4” and is available 4’ wide by 8’, 9’ and 
10’ long. 

Designed for board and batten construction, Dubl-Bilt has 
been accepted by FHA for use on studs spaced either 16” oc 
or 24” oc, maker announces. Dubl-Bilt comes primed two 
sides, primed one side and plain two sides. It replaces the 
double application required with conventional sheathing and 
surface material combinations and the triple application neces- 
sary with wood sheathing, building paper and exterior material. 
The markets for it include residential and general commercial 
construction. The Upson Co., Dept. AL, Lockport, N. Y 


Circle No. 201 on Coupon, page 68 














Baseboard & Forced Air Heater 


A combination baseboard and forced 
air heater is now available. Its low-speed 
centrifugal fan recovers floor level air 
before it becomes cold and delivers fresh- 
ly heated air directly into the living zone, 
not up the wall, maker says. 

The fan operates in tandem with 
thermostat-controlled heating elements. 
The motor will operate 10,000 hours on 
a single oiling, according to manufac- 
turer. Installation of the heater is simple 
in new or existing structures for it comes 
in a single package and has no acces- 
sories to assemble, it is said. Models are 
available in 1,000, 1,500 and 2,000 watts. 
Heater is 33” long, 13” high and 3 7/8” 
deep. Hunter Div., Robbins & Myers, 
Inc., Dept. AL, 2500 Frisco Ave., 
Memphis 14, Tenn. 
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Saw Horse Bracket 


A new Saw Horse Bracket, designed 
especially for carpenters, contractors and 
other commercial users, is made of extra 
heavy gauge steel. Called the No. 1424 
Quick Clamp Saw Horse Bracket, it may 
be used with either 2x4 or 1x4 lumber. 
A Spin Speed Nut feature giving 7-to-1 


56 


leverage locks the Saw Horse in position, 
clamping legs tightly on all sides, maker 
says. Saw Horses are set up or knocked 
down in seconds. Because of the added 
strength of these brackets, they are 
ideally suited for use in making scaf- 
folding. Chas. O. Larson Co., Dept. AL, 
P. O. Box 358, Sterling, Ill 
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Ready-Made Kitchen Units 


Called the Town and Country, a fully 
assembled complete kitchen unit provides 
maximum operational efficiency in a min- 
imum of space. The new kitchen features 
a two-burner gas or electric unit, a 16” 
x 24” sink with faucet and strainer and a 
Formica sink top complete with back- 
splash and stainless steel sink rim, in- 
cluded in a _ ready-to-paint wood-base 
cabinet design. Ideal for second kitchens, 
in summer homes, small apartments and 
offices, the unit is available in sizes from 
36” to 60”. Wal-Jer, Inc., Dept. AL, 401 
Boyden Ave., Maplewood, N. J. 
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Door for 5/,” Insulating Glass 


The new Capri Cavalier, all-aluminum 
sliding glass door is designed specifically 
for %” insulating glass and all-weather 
protection at a popluar price. Each unit 
is shipped kd with wrap-around “U” vinyl 
for simplified glazing and _ installation. 
Doors can be easily glazed, assembled 
and installed using factory details, it is 
said. The outside slide design combined 
with the step-down sill provides water- 
tight protection, maker says. Available 
in two, three, or four lite units in standard 
%” insulated glass sizes. All two-lite units 
are completely interchangeable, right or 
left sliding to simplify installation. T. V. 
Walker & Son, Dept. AL, 217 No. Lake 
St., Burbank, Calif. 


Circle No. 205 on Coupon, page 68 
Folding Fence 


An all-steel fence, 18” high overall 
and extending to a full eight feet, is 
offered in white or chartreuse baked 
enamel finish. It is easily pushed in the 
ground to form a square, even or zigzag 
border for garden, shrubs or walk. It 
also is easy to remove and reset when 
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Has '/,“ Utility Drill 

Powered by a special Black & Decker 
built drill motor, a new 42” Utility Drill 
has the extra caliber needed for drilling 
larger holes in machinery, rigging, con- 
struction and repair work. It drills dia- 
meters up to 2” in steel, 34” in masonry, 
1” in hardwood and drives hole saws up 
to 2” in any material a hacksaw will cut, 
says maker. Weighing only 742 pounds, 
the unit is close-coupled for most effi- 
cient drilling. A sturdy die-cast housing 
and standard-equipment spade and pipe 
handles provide built-in ruggedness. The 
Black & Decker Mfg. Co., Dept. AL. 
Towson 4, Md. 
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trimming the lawn. The folding fence is 
packed flat in cartons of 12, eight-foot 
sections. Each eight-foot fence weighs 
4% pounds and is easy to carry when 
folded. Better Bilt Products, Dept. AL, 
Addison, III. 
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Low-Cost Ceiling Heater 


An attractively designed ceiling heater 
that’s easy to install and low in cost is 
available. It is surface mounted to any 
standard 3” or 4” junction box and ex- 
tends only 8%” from the ceiling. Safely 
out of reach, this NuTone Model 928 is 
ideal for chilly mornings when the central 
heating system has been turned low dur- 
ing the night. It has anodized aluminum 
reflector and grille. NuTone, Inc., Dept. 


BRENTWOOD* PATTERN 
AL, Madison and Red Bank Roads, Cin- at M 
mag t in Nova Shake-Panels 


The new custom-finished 
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The Brentwood Pattern produces a fresh, striking exterior no other 
shake can offer. This entirely new shake finish comes only on Nova 
Shake-Panel, 16%” x 46%”. The smooth Cedar texture is striated at 
random intervals with heavy, tapering V-grooves. The ends of the 
panel are V-grooved to form invisible joints and present an unbroken 
pattern across the building. 

This custom-finished panel surpris- 








For the best in Shake finishes 


Ceramic Knob in Color 


The Venus design, which 
has been added to Yale’s 
budget-priced 5280 interior 
residential lockset line, has 
a spherical ceramic knob 
with a convex face. It is 
available in white, black, 
grey and in pastel shades of 
pink, blue, yellow and 
green. Yale & Towne Mfg. 














NOVA,/)SALES 


ingly has the same low price as regular 
Nova Shake-Panels. And all the 
construction features of Nova Shake- 
Panels are there. The highest-grade 
Cedar Shakes are electronically glued 
and pressed onto a standard wood-fiber 
backer. The waterproof glue is not 
used in spots, but on almost the entire 
surface to be adhered. Wide shiplaps 
give a positive joint. 

The Brentwood-Pattern Panel is nailed 
conventionally over sheathing, with the 
application economies of fast coverage. 
For full data, use the coupon. 

*Pat. Pending 


0 Nova Shake-Panel 
Trenton 3, N.J O Nova Shakes 
* Trenton J, 4 





...Nova Shake-Panel 


The regular Nova Shake-Panel 
has a grade of Shakes all its 
own—=1 Novagrade. A polymer- 
ized paint finish on the shakes 
is equal toa first-grade exterior 
house-paint job. In addition, 
this top-quality panel offers the 
choice of conventional nailing 

or application with the Panel- 
clip, with or without sheathing 
This is the only shake-panel 
that can be used without face- 
nailing. Use the coupon for 
full data 


Send the literature and/or specification data checked: 


Novafold Doors 
Nova Cedar Closet Lining 


© Nova Brentwood Pattern Shake-Panel 


Co., Dept. AL, Chrysler 
Bldg., New York 17, N. Y. 
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NAME 


A wholly owned 
subsidiary of | Sweet ADDRESS 


Homasote Company 
cITY STATE 
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NEW PRODUCTS 


(begins on page 56) 








Washer-Dryer Combination 


A new washer-dryer provides safe 
laundering of any fabric with wash tem- 
peratures of cold, warm, medium or hot 
and either cold or warm rinses, says 
maker. Drying temperatures available 
are high, medium, low, delicate and room 
temperature. Available in either electric 
(EC-50) or gas (EC-55) models, the wash- 
er-dryer has a built-in water heater to as- 
sure the right wash temperature. Only 12 
gallons of both hot and cold water, plus 
whatever amount the fabric absorbs, are 
used in washing and rinsing a full 10- 
pound load. Controls on the 33”-wide 
machine can be set to use the unit as a 
washer only, as a dryer only, or to wash 
and dry in one continuous operation. 
Available in white, pink or yellow. Whirl- 
pool Corp., Dept. AL, St. Joseph, Mich. 
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Low-Cost Ceiling Cove 


A new pre-formed Metal Step Ceiling 
Cove permits dry wall construction to be 
carried through every room of the mod- 
ern home, says maker. Ceilings are said 
to retain the quality effect of a stepped or 
radiused coving previously limited to wet 
plaster work. The bonderized finish of 
the metal cove accepts any standard de- 
corative treatment of ceilings—texture, 
stipple or paint. Installing the cove over 
the wallboard gives a two-step effect 
Installing it against studs and then butting 
wallboard panels against it will give a 
single step. Over-and-under combinations 
can provide still other effects. The formed 
metal cove is available in various lengths. 
United Dry Wall Products, Dept. AL, 
6575 Pearl Road, Cleveland 30 
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High Style Door Closers 


Sargent & Co. announces an all-new 
series of integrated rectangular surface 
and concealed door closers, completely 
engineered as a full line in a complete 
range size from two to six for both in- 
terior and exterior doors. Line-bored 
bearing seats are machined directly in 
main closer body to assure accurate and 
positive alignment of the needle bearings, 
increase efficiency and insure long life. 
Photo at top shows how the door closer 
appears when it is surface mounted; photo 
above shows how it looks when concealed 
in a metal door. Compact design permits 
surface or concealed applications with the 
same line. Sargent & Co., Dept. AL, New 
Haven 9, Conn. 
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Puts Ming Motif in Lock Design 


Schlage Lock Co. announces two ori- 
ental-contemporary motif lock escutche- 
ons, the Ming and the Shou. Above 
(right) is the Ming with the Tulip knob 
design. The debossed Ming design is avail- 
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Sure-Set Backing 


A perforated backing for 
ceramic floor tile, called 
Sure-Set, allows the ceramic 
patterns to be set face-up 
into cement or _ mastic, 
maker announces. It also is 
said to eliminate the remov- 
al of paper hitherto used to 
hold the patterns in place. 
The polyethylene backing 
also can be used on walls. 
Stylon Corp., Dept. AL, 
Milford, Mass. 
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Carrara Marble 


National Plastic an- 
nounces the introduction of 
Carrara Marble to its Neva- 
mar line of high-pressure 
laminates. Each vein, each 
subtle tone is skillfully re- 
produced from the original 
marble slab. It is available 
in five colors: pink, beige, 
green, grey and charcoal. 
The National Plastic Prod- 
ucts Co., Dept. AL-M, 
Odenton, Md. 
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Pushbutton Glue 


Trade-named Nu-Glu, an 
all-purpose white glue in a 
push-button container is an- 
nounced. A_ patented noz- 
zle seals the container after 
each application. With Nu- 
Glue’s light, fingertip touch 
dispenser, you use only 
as much glue as you need— 
a drop or a flowing ribbon. 
Flamemaster Chemicals, 
Dept. AL, 3813 Hoke Ave., 
Culver City, Calif. 
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Magnesium Rake 


Made of superlight mag- 
nesium, a new leaf and 
estate rake is said to be 
stronger pound for pound 
than any other metal rake. 
Claimed to be rustproof and 
corrosion resistant, it is 
available in three widths— 
24”, 36” and 48”—with 
72” long rubber-tipped han- 
dles. White Metal Rolling 
& Stamping, Dept. AL, 443 
4th Ave., New York 16. 
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able with an oven-baked finish of Man- 
darin red or black lacquer in the recessed 
areas. It also is available with a pebble 
finish in self metal. The lock and escut- 
cheon comes in wrought brass, bronze or 
aluminum in all standard finishes with the 
complete range of Schlage knob designs. 
The escutcheon of the Ming is seven in- 
ches square and lends itself perfectly to 
the new trend in door decor of backset- 
ting the lock anywhere from five inches 
to the center of the door. Schlage Lock 
Co., Dept. AL, P. O. Box 3324, San 
Francisco 24. 
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Jig and Saw Is Timesaver 


Installation of Corbin’s Unit Lock is a 
quick operation with a new mounting jig 
and saw unit now available. Two slots are 
sawed in the door stile. The block is 
knocked out and the back of the cutout 
squared. Two small holes are drilled for 
through bolts, the lock is slipped into the 
cutout and tightening of the through bolts 
complete the job. The Unit Lock is de- 
signed to be installed and removed as a 
factory assembled unit. Full instructions 
are packed with each mounting jig and 
saw unit. P. & F. Corbin Div., American 
Hardware Corp., Dept. AL, 102 Washing 
ton St., New Britain, Conn. 
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ice Chopper & Scraper 

Named the CH-7, a new ice chopper, 
garage and sidewalk scraper has an alloy 
tool-steel blade which measures 7” x 5” 
and is finished in rich blue. The blade 
is claimed to be ground and beveled to 
a chisel-sharp edge and the 48” hard- 
wood handle is weatherproof finished. 
Overall length of the chopper and scraper 
is 45”. Packed six to a bundle, shipping 
weight is 17 pounds. Great Neck Saw 
Manufacturers, Dept. AL, Mineola, N. Y 
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Simulated Louver Door 


A new entrance door is designed to 
meet the growing popularity of louver 
doors. The deep shadow lines of the 
heavy simulated louver panels create a 
dramatic decorative effect with ever- 
changing highlights and shadows. Made 
in two styles—M-160 is three panels 
high and M-161 is two panels high with 
one light. Available in Ponderosa pine, 
3’0” x 6'8”, 1%4” thick. Morgan Co., 
Dept. AL, Oshkosh, Wis. 
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FARM FENCE and POSTS 


ORNAMENTAL FENCE 


TYL-LYKE BIN DOOR 


$I : . : 


MULTIPLIES YOUR PROFITS! 


Continental Flame Sealed Fence lasts longer. The zinc is actually 


welded to the steel. Two styles of fence posts, studded "T” and "“U”. 


Customers like Continental Ornamental Fence with its clean, 


bright galvanized finish. Made of 


special analysis 


COPPER STEEL. Single and double picket. 


NAILS 
fiberboard containers. 


All popular sizes and types with a variety of finishes, heads and 
points to meet every need. Available in convenient, easy-to-handle, 


(Shown below) The easy-selling advantages of the new 


Tyl-Lyke Bin Door... help you sell more roofing. 


Farmers like the better looking, longer lasting, more 
weather tight Continental rooting and siding. 





STEEL CORPORATION - KOKOMO, INDIANA 
PRODUCERS OF: 15 Types of Farm Fence, 
Posts, Gates, Barbed Wire. Standard 
Styles of Galvanized Roofing and 
Siding. Nails, Staples, Lawn 
Fence, Wire Products. 
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Handy Package for Every User 


Bad winters can mean good profits for 
the dealer who stocks Sterling Halite 
Melting Crystals. A specially-processed 
and packaged mineral rock salt product. 
it is a quick and efficient ice and snow 
removal. Supplied in white paper bags 
colorfully printed in red and blue, Ster- 
ling Halite comes in 10, 25 and 100 
pound bags. The bright packages make 
an attractive display, as pictured above. 
Funny and pointed cartoon advertising 
will help sell Sterling Halite through the 
sports pages of local newspapers. Also 
available are colorful display banners. 
International Salt Co., Dept. AL, Spruce 
& Adams, Scranton, Penna 
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Sells Fireplace Screens 


Stressing ease of installation, a new 
Flexscreen display also eases the sale for 
dealer. The stand, which is 36” wide x 
48” high, uses a novel peephole and 
mirror device to show the customer the 
simple pressure attachment of this fire- 
place screen. A container mounted on the 
display holds handy return postcards, im- 
printed with dealer name and address, for 
use by the customer in ordering the 
proper size. The customer notes the width 
and height of fireplace opening on card 
and returns to dealer. Orders are relayed 
to factory for shipment direct to custom- 
er, completely assembled and ready for 
installation. Bennett-Ireland, Dept. AL, 
39 Exchange St., Norwich, N. Y. 
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LUMBERMAN 


Introduces Wall-Nook Display 


A new display to help dealers sell the 
new Lau Wall-Nook, combination fold- 
ing table and benches, is available. Al- 
most the same size of the Wall-Nook, 5’ 
high x 2’ wide, the sturdy wood frame 
holds one complete unit. When the Wall- 
Nook is closed, an angled black-and-white 
sign mounted on top catches a prospect’s 
eye. Opened, Wall-Nook saves 16 square 
feet of floor space and closes to an at- 
tractive cabinet only four inches deep 
Ideal for use in kitchens, patios, play- 
rooms. Lau Blower Co., Dept. AL, 2027 
Home Ave., Dayton 7, Ohio. 
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Job-Pac Can for Nails 


Fiber can packaging for its aluminum 
nail line is announced by Phifer Wire 
Products. The new package has been 
named Job-Pac because it is designed to 
appeal primarily to contractors, builders 
and maintenance men. The heavy-duty 
fiber body has metal end plates to with- 
stand hard usage, but may be opened 
quickly by means of a handy pull string. 
A front panel imprint gives an illustration 
of the type of aluminum nail enclosed 


Sales Aids 


and also indicates the size, length, count 
and approximate coverage that may be 
expected in applying a specified amount 
of wallboard, siding, roofing, etc. Phifer 
Wire Products, Dept. AL. P. O. Box 
9007, Tuscaloosa, Ala. 

Circle No. 224 on Coupon, page 68 


Stops Paint Can Slopover 


Improved Nomus tops for paint cans 
are now available in bright yellow polye- 
thylene plastic that is not affected by 
paints or solvents, maker announces. This 
handy aid to painting keeps the groove 
and sides of the can clean, allows thor- 
ough mixing without slopovers and makes 
straining fast and easy, it is said. A brush 
wipe at one side removes excess paint 
from the brush. Nomus tops may be 
snapped onto any standard gallon or 
quart-size paint can. They are packed 24 
of each size to the case with a new and 
colorful counter display to attract the 
consumer's attention. Western Mineral 
Products Co., Dept. AL, 1720 Madison 
St., N. E., Minneapolis 13, Minn. 
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Cord Dispenser 

A new vending point-of-sale unit for 
dispensing custom lengths of braided 
nylon cord is announced. Two different 
selections are available. The Nylon 
Customer Vendor No. 30, bearing 250’ 
reels of sizes 342, 4 and 4%, and the 
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Nylon Custom Vendor No. 60 contain- 
ing 200’ reels of sizes 5, 5% and 6. Each 
rack and cord unit is packed assembled 
ready to use. Puritan Cordage Mills, 
Dept. AL, 1205 E. Washington, Louis 
ville, 6, Ky. 
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Sells Ornamental Iron 


A new merchandiser displaying the 
maker's entire stock of Easyfit columns, 
rails and ornaments is available. Con- 
structed of wood and Masonite, it is 
4’ high, 6’ long and 18” wide. The 
front panel accommodates one of each 
of the Easyfit pieces. The back of the 
display has built-in bins to stock an 
ample supply of all Easyfit ornamental 
iron parts. Identification panels, liter- 
ature, ad mats, display rails and a 
sample column are all furnished free 
with a small introductory order, an- 
nounces the maker of Easyfit. Ajust-A- 
Rail Co., Dept. AL, Lodi, Ohio. 
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Has New Insulation Package 


A new package designed to help stimu- 
late pouring wool insulation sales is now 
available. Called Handi-Pak, the new 
package promotes quality insulation at 
attention-getting prices. It also will enable 
dealers to make sales of insulation to the 
homeowner a carry-out transaction. The 
new package weighs only 18 pounds, yet 
contains sufficient insulation to cover 25 
square feet of attic area to a full 35%” 
depth. Thus, it’s easy to handle by the 
purchaser during application. The Celotex 
Corp., Dept. AL, 1206 S. LaSalle St., 
Chicago 3. 
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More Dealers Than Ever 
are Now Reading 


AMERICAN LUMBERMAN 


Crescent Tool Display 


Spearheading Crescent Tool Compa- 
ny’s point-of-sale display material to help 
dealers sell more hand tools is a 12” 
wide by 24” deep display board finished 
in eye-catching yellow with maroon trim. 
There are 22 different displays available 
in this series. Each board mounts various 
sizes of the same tool or several sizes 
of associated tools, as in the case of plier 
displays. Crescent also has available a 
variety of fixtures for mounting from 
1 to 12 of the standard 12” x 24” units 
Crescent Tool Co., Dept. AL, Jamestown, 
N. Y 
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25,000 WINDOW 
SOLD AT A PROFI 


SHREVEPORT SASH AND DOOR JOBBER 
MOVES 25,000 WATSON ALUMINUM WINDOWS IN YEAR 


Without any “line” retail yards the 
Shreveport Sash and Door Co., 
Shreveport, La., hit an all-time high 
sales mark for 1957. “Concentrating 
on Watson residential aluminum win- 
dows; single-hung, double-hung; pic- 
ture and horizontal sliders turned the 
trick,” according to vice president in 
charge of sales, C. (Wally) Wallace. 


mM 


RUGGED ALUMINUM™M 
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Watson is one of the very few—per- 
haps the only—aluminum window 
manufacturer in the country to sell 
EXCLUSIVELY through distribu- 
tors. To find out how you too can 
add considerably to your net profits 
without materially increasing your 
overhead, write today! Dealers send 
for catalog. 


WINDOWS 


W. M. PRODUCTS CO. Dept. ALM-5 
5425 Bi St. * Houston 7, Texas 
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SALES AIDS 
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Working Door & Window Units 


Full-scale displays of its wood and 
aluminum home enclosures have been 
developed by DeVac to create greater 
customer interest in the individual 
products. The full-scale displays give 
the customer an opportunity to inspect 
the maker’s windows and doors from 
every angle. The customer is able to 
open and close the window and inspect 
the workmanship, weatherstripping, ap- 
pearance, features and value. Full-scale 
displays of types of windows made by 
DeVac are shown in top photo. DeVac’s 
doors (above) are also mounted full-size 
on pedestals for display by dealers. 
DeVac, Inc., Dept. AL, 5900 Wayzata 
Blvd., Minneapolis, Minn. 
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Display-Gift Set 


A chrome vanadium six-piece screw- 
driver gift set in the form of a display 
is available. Handles are two-tone, deep 
blue and crystal clear plastic. The six 
drivers consist of a heavy-duty, regular, 
Recess No. 2 point, a 6” and 3” cabinet 
and a midget driver. Packed one display- 
gift set per box. Great Neck Saw 
Manufacturers, Dept. AL, Mineola, N. Y 
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Pre-Selected Harmony Group 


The Gold Bond Velvet Custom-Tint 
System features 200 colors in new pre- 
selected groups. A leather-bound guide- 
book containing the 50 new, pleasing 
harmony groups also is available. Each 
page contains a different group of four 
decorator-harmonized colors. The new 
Gold Bond Velvet Guidebook is designed 
to save time in planning interior color 
schemes. The new hues include many of 
the increasingly popular pastel colors 
along with the 20 standard Velvet colors 
matching in Gold Bond Latex Enamel. 
National Gypsum Co., Dept. AL, 325 
Delaware Ave., Buffalo 2, N. Y. 
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Three New Ad Mats 


Three new two-column newspaper mats 
with Home Improvement Council identi- 
fication now are available to Marlite 
dealers. The mats show a Marlite com- 
partmentized bathroom, a combination 
kitchen-dining area and a_ recreation 
room, adapted from interiors designed 
by Ving Smith for Marlite’s ads in 
Better Homes & Gardens. Five other 
newspaper mats with HIC seals also are 
available. The manufacturer also is stress- 
ing home remodeling sales possibilities 
in its classified and radio copy, which 
also is available on request. Marsh Wall 
Products, Inc., Dept. AL, Dover, Ohio. 
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Shows Flowers and Plants 


A_ new, highly flexible merchandiser 
for showing flowers and plants of all 
kinds occupies only 30”x60” of floor 
space yet provides more than 3% times 
that in display area. The metal frame is 
finished in durable chrome. Attractive 
green color, plastic rustproof trays have 
ample depth to prevent spilling of soil 
or water and are arranged to permit 
merchandising on both sides of unit. Four 
each 10”x30”, 12”x30” and 14”x30” trays 
are height adjustable for maximum flex- 
ibility. L. A. Darling Co., Dept. AL, 
Bronson, Mich. 
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SPECIAL OFFERS 





STAPLE GUN | : 
ee ed 


Christmas Wrap for Swingline 


Removable Christmas bands of elasti- 
cized vinyl will add the holiday touch to 
the packaging of Swingline 101 staple 
guns. Each gun will be wrapped with 
the band carrying a holiday message. 
The guns are packed four to a carton 
Useful for insulating, screening, up- 
holstering, etc., the 101 takes two stapie 
sizes: 4/16” and 5/16”. Along with its 
new Christmas wrap and big holiday 
promotion, the maker announces an 
advertising program in national maga- 
zines to help dealers move the guns off 
the counters with ease. Swingline, Inc., 
Dept. AL, 32-00 Skilman Ave., Long 
Island City 1, N. Y. 
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Delivers 100% Profit 


Miratrim Mouldings now are pack- 
aged in a self-sell display unit from 
which a dealer can more than double his 
investment. The compact unit carries 160 
bars of trim, which retail for $172.90, 
at a profit of $88.91. Trims included 
are door edge, step edging, inside and 
outside wall corners, cabinet cover, cab- 
inet facing and floor wall cap. The unit 
consists of eight sections, which hold in- 
dividually packaged bars drilled and 
precut to the proper lengths to eliminate 
waste. The self-sell unit also carries a 
colorful display header and rack, which 
holds giveaway, do-it-yourself idea stuf- 
fers to customers. Miraplas Tile Co., 
Dept. AL, 990 Parsons Ave., Columbus 
6, Ohio. 
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Remove Paint 
Noy Wa 


Kyanize Paint Remover 


Dealers now may obtain a self-service 
merchandiser for the new Kyanize Paint 
Remover by buying a small assortment 
of the product. The display unit is built 
of sturdy wire and metal, with power- 
ful descriptive sign. The rack occupies 
less than one square foot of counter 
space and is finished in dark blue and 
white. Kyanize Paints, Dept. AL, 2nd 
& Boston, Everett 49, Mass. 
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iiiumination for Store Fronts 
New Revere 9605 Fluorescent Lu 
minaires join together to form a con- 
tinuous, attractive light source that 
provides high level, uniform lighting for 
store fronts and sidewalk areas. A com- 
plete store front installation consists of 
a number of standard eight-foot 9605 
Series units mounted end-to-end to 
achieve the desired length. Each eight- 
foot unit uses two very high output 
fluorescent lamps and has two four-foot 
doors that swing away for easy cleaning 
and relamping. Transformers are mount- 
ed inside the building. Revere Electric 
Mfg. Co., Dept. AL, 7420 Lehigh, Chi 
cago 48, III. 
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New Equipment 


All-Purpose Scaffold 


Ideal for roofers, siders, painters 
carpenters and contractors or mainten 
ance men who want to work with safety 
yet efficiently at heights up to 25’, at 
variables of 20” on existing walls is a 
new patented all-purpose scaffold. It 
adjusts easily to three different heights, 
9’, 14’ and 18’, and is said to be less 
expensive than other scaffolds having 
an 18’ platform height. Separate sections 
are light and portable and it can be set 
up in a few minutes, maker says. Arsen 
co, Inc., Dept. AL, Manitowoc, Wis 
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Mechanized Filing Unit 


A new, large capacity Kard-Veyer 
mechanized filing unit is designed speci- 
fically to simplify and speed office 
operations requiring reference to large 
numbers of index cards, records, master 
punched cards, etc. The filing machine is 
offered in four standard models, which 
may be modified as to height, width or 
both, to suit customer requirements. As 
many as 75 different sizes and capacities 
are available. The new units, like the 
smaller Kard-Veyers, provide a push- 
button selector to bring the desired tray 
of cards to the proper working level. An 
alternating current rectifier and electri- 
cally reversible motor are said to 
contribute to the unit’s quiet operation 
Remington Rand, Div. of Sperry Rand 
Corp., Dept. AL, 315 4th Ave., New 
York 10. 
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Tapered all steel brass * 
finish, rust resistant. 
Made in 5 popular 
sizes, automatic self- 
leveling glide, tilts, 
swivels, adjusts to 
straight or flare style, 


HEAVY ° HEAVY ° 
DUTY. DUTY 
L_ BRACKET STEEL BRACKET . 


+ sizes from 342” to 28”. 


STEEL 
for straight or flare style. ; for straight or flare style. 


DENNIX PRODUCTS CO. 
DEPT. 10-A—33-04 DOWNING STREET - 


October 27, 


..made of genuine : 
hardwood beautifully . 
tapered, in 8 popular . 


Swivel glide or solid . 
brass ferrule, . 


NEW: 


BED SPRING 
LEGS 


WROUGHT 
IRON LEGS 


Gracefully tapered of 
genuine hardwood. 
Patented steel clamp 
converts any coil or 
flat spring into a 
Hollywood bed. 7” in 
height comes in 
mahogany, blond or 
unfinished. 


Hairpin leg made of 

heavy steel in 5 sizes, 
easily attached, avaliable , 
in black, brass or 

copper finish. 


AND FURNITURE 


) LEGS 
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SHELF 
SPACERS 


BRACKETS 
SHELF 


Heavy duty wrought 
iron for shelves, 
doorways, flower 
boxes and signs. 


A 


Revolutionary new way 

to build bookcases, room - 
dividers, step tables 

and shelves. Made 

in two sizes of 

genuine hardwood. 


FLUSHING 54, NEW YORK 
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New Literature 
Technical Data 


Power tools & accessories. A newly revised 88-page catalog 
describes the manufacturer's complete line of industrial power 
tools and accessories, including drill presses, grinders, shapers, 
planers, band saws, radial saws, etc. Action photos and draw- 
ings supplement the text. For a copy of the catalog write 
Rockwell Mfg. Co., Delta Power Tool Div., Dept. AL, 497 N 
Lexington Ave., Pittsburgh 8. 
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Steel plaster grounds. A new four-page catalog of steel 
plaster grounds is available on request. It illustrates the 
maker's complete line of casing beads, corner beads and base 
screeds in regular and expanded designs. Cross-section dia 
grams, dimensions, material, available lengths and packaging 
information are included for every style and shape. Casings. 
Inc.. Dept. AL, 2408 N. Farwell Ave., Milwaukee 11, Wis 
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Three leasing plans. Methods of leasing materials handling 
equipment are described in a new four-page, two-color circular. 
Three plans to acquire equipment without tying up working 
capital are included. The plans are Lease Option, Straight or 
True Leases and Power Package Leases. For a free copy of 
the circular write Lewis-Shepard Products, Dept. AL-R8-26. 
125 Walnut St., Watertown 72, Mass. 
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Prime Windows & Rolling Doors. A new catalog just re 
leased by Capitol Products Corp. gives full details on the mak 
er’s complete line of prime windows and rolling glass doors 
Each section devoted to a different product shows details, cross 
sections, installation details, sizes and specifications. Copies 
of the catalog may be obtained by writing Capitol Products 
Corp., Dept. AL, Mechanicsburg, Penna. 
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Aluminum windows. Ribbon, custom, projected and curtain 
wall windows produced by Wausau Metals Corp. are described 
in a new catalog, No. 158. It includes features of construction, 
detail drawings, installations and_ specifications. Wausau 
Metals Corp., Dept. AL, Schofield, Wis. 
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Ceco open-web steel joists for construction of lightweight, 
economical and safe floor and roof systems are fully described 
in a new 36-page manual, No. 3001-N. The booklet contains 
complete descriptions and diagrams of various types of open 
web steel joists, including shortspan, longspan and electro 
channel types, with the top chord replaced by a hollow duct 
serving as a structural member and an underfloor electrical 
distribution duct allowing wiring of outlets at any point along 
the joist. Ceco Steel Products Corp., Dept. AL, 5601 W 
26th St., Chicago 50. 
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Consumer Data 


A dual-purpose catalog is now available from Remington 
Hardware Co., manufacturer of cast aluminum mailboxes, 
weather vanes, house and lawn signs and door viewers. It can 
be used as an independent catalog or as a mailing piece. It is 
profusely illustrated with photographs in color, detailed 
descriptions and list prices. Remington Hardware Co., Dept 
AL, 102 Greenwich St., New York 6 
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Insulation and your home. “How to be More Comfortable 
and Live for Less” is the title of an attractively illustrated 
24-page booklet, in color, explaining to homeowners the values 
of thick insulation. It shows how thick insulation is essential 
for both comfort and economy, all year ‘round. Single copies 
are available free. National Mineral Wool Assn., Dept. AL. 
2906 Americas Bldg., Rockefeller Center, New York 20 
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Trade Mark 
DOUGLAS FIR 


Registered 





PONDEROSA PINE — SUGAR PINE 
WHITE FIR 


Annual Production 56 Million 
High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


INCENSE CEDAR 


ANDERSON, CALIFORNIA 
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Sell PLATED WASHERS 


in Complete KLIP:PAC] Units 
instead of “Piece-Meal” et 


Here’s modern merchandising in staple, 
small-unit merchandise. Save extra 
handling ... build up the sale automat- 
ically. Washers are pre-counted, ma- 
chine-packaged. Only Wrought Washer 
makes KLIP-PAC! All standard sizes, 
3/16” to 5/8” ID. 
ORDER FROM YOUR JOBBER. 


WROUGHT WASHER MFG. COMPANY 


The World's Largest Producer of Washers 
2203 SOUTH BAY STREET ° MILWAUKEE 7, WISCONSIN 
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PLYWOOD «> HARDBOARD 


Microwood® Constructional Panels 








POPLAR ¢ MAHOGANY e BEECH 


and other species 





KYS HOLLOWCORE DOOR FILLERS 
HOENIG PLYWOOD CORP. 


Dept. L, 280 Madison Ave. 
Tel. MUrray Hill 5-2280 - 2281 - 2274 New York 16 
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News Makers 


* Desmond Bros., Los Angeles, an- 
nounces the appointment of J. H. 
Harold Mitchell as national sales man- 
ager for Deft Wood Finish. 


* J. Charles Robinson has been named 
area marketing manager of asbestos 
cement products for U. S. Gypsum 
Co., Chicago. He was formerly com- 
modity advertising manager of the 
company. 


* William B. Larsen has joined the At- 
kins Saw Div., Borg-Warner Corp., In- 
dianapolis, as director of advertising 
and marketing. 


* Gerry Hall has been promoted to ex- 
ecutive vice-president and general 
manager, Akron (Ohio) Reserve Lum- 
ber Co. George Hutton, formerly sales 
representative in the western territory, 
succeeds Hall as vice-president in 
charge of sales and sales manager of 
the firm. 


* Joseph P. O’Brien has been named 
western region merchandise manager 
by U. S. Gypsum Co., with offices in 
Los Angeles. He replaces Monte C. 
Carpenter, who has been appointed 
dealer merchandise manager, Gypsum 
products, in Chicago. 


* Henry O. McElyea has been ap- 
pointed New York regional manager 
of the construction department of 
Johns-Manville Corp., New York City. 





NAME THE TWINS CONTEST—National 
Gypsum Co., Buffalo, N. Y., announces 
a contest to help dealers sell Gold Bond 
Twinsulation. Consumers are asked to 
submit names for twin boys on a spe- 
cial entry card available with each sale 
of Twinsulation. If a customer submits a 
winning entry, the dealer also wins a 
prize. Top dealer prize is a Nash 
Metropolitan. Pictured above are the 
twins in the contest along with display 
and promotion material now available 
to dealer-participants. 
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Scherr, who 
service 


succeeds Ldward A. 
retired after 46 years of 
J-M 


He 
has 
with 


* Robert G. Molloy has been ap- 
pointed sales manager, A & F Tile- 
board Co., Alexandria, La. He was 
formerly sales manager, Navaco Corp., 
Dallas, Tex. Molloy will direct plans 
to increase A & F's distribution to 
major distributors throughout the 
U. S. 


Trade Show for Home 
Improvement Products 

Over 20,000 visitors, including 
retail lumber and building material 


Se EN: SV ON VS OUUPON, PUYS VC 


are 
Improvement 
York’s Coliseum, 


dealers, 
Home 
in New 
4-6. 

Products on display for the trade 
will range from heating-cooling sys- 
tems to swimming pools. 

The exhibit will include “every kind 
of product that makes new homes 
new and old homes modern,” said 
Robert Pomerance, HIPShow man 
ager 

Elmer Wheeler, noted 
trainer, will be the featured speaker 

HIPShow is managed by Charles 
Snitow Organization, 331 Madison 
Ave., New York 17, N. Y 


expected at the 1959 
Product Show 
February 


salesman 








of display space by 


Typical 10-panel installation (see drawing and 
photo) has 80” high panels . . . provides over 
330 sq. ft. of display space . . . occupies less 
than 16 sq. ft. of floor space. Sample doors and 
display panels are interchangeable. 
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16 sq. ft. of floor space becomes 330 sq. ft. 
using Multiplex Panels 


Your customers have been conditioned to mod- 
ern merchandising techniques by supermarkets 
and department stores . . . and Multiplex pro- 
vides a self-service feature they like. Shoppers 
seem to enjoy “‘turning the pages’’ and browsing 
This action stimulates interest and creates a 
“buying mood.” Increased sales are sure to 
follow. 

The National Retail Lumber Dealers Association 
booklet, “How to Sell Building Materials with 
NRLDA Panels,’ shows how to increase your 
business with effective displays. Write the 
NRLDA for a copy 

The steel-framed wing-panels—with an attrac- 
tive hammered-silver finish—are generally in- 
stalled as wall units, with any number of panels. 
Fiberboard, perforated hardboard, and other fill- 
ers are used. Get the facts; mail the coupon for 
complete information. 


Visit us at Booth 222 
at the NRLDA Exposition 
in Chicago next month. 


MUTLEY- 


DISPLAY FIXTURE COMPANY 
907-917 North 10th Street, St. Lovis 1, Missouri 
Please send me literature on your Display Equipment 
for Lumber Dealers 
Name 
Company 


Address 


City & State 
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American 
Lumberman 


Classified 
Advertising 





Terms — Cash With Order 
Minimum Charge $7.50 


Rates 


1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line 


Add $1.75 per insertion for blind ads bearing 


box number 


No agency commission or cash discount 


allowed 


All ads for classified section must be in Pub 
lisher’s office 14 days preceding date of pub 
ication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to 


AMERICAN LUMBERMAN, INC. 
59 East Monroe St., Chicago 3, Ill 
Phone: Fi 6-7788 








| HELP WANTED | 





Wonderful opportunity for a good salesman 
to sell builders’ hardware and specialties to 
lumber yards in established territory for 
largest distributor on the East Coast. Gen- 
erous draw against commission. Yearly 
earnings excellent. Reply Box D-62, Ameri- 
can Lumberman, Inc. 


LUMBER SALESMAN WANTED—Energetic 
man experienced in selling Ponderosa Pine 
Mill Production to retail yards. Live in Albu- 
querque. Travel 50% or more. Write giving 
complete qualifications, experience, refer- 
ences, etc. DUKE CITY LUMBER COMPANY, 
P. O. Box 1364, Albuquerque, New Mexico 


Experienced building material salesman 
wanted—can earn $300-$400 weekly in fast 
owing area. Excellent living conditions 
ontact Harry D. Stone Building Supply— 
Bin 31—Stuart, Florida 


Michigan Wholesaler and distribution yard 
seeks (2) aggressive self propelling salesmen 
with established customer accounts to cover 
central and eastern part of state. Excellent 
salary plus commission plus car expenses 
Please write fully (Salary, Commissions, 
Clientele, Territory and Experience) Box 
F-20 American Lumberman, Inc 


GENERAL SALES MANAGER: Well estab- 
lished Colorado wholesaler and jobber needs 
experienced man to handle salesmen, cata- 
logue, advertising, rnerchandising of lumber, 
general building materials, and specialties 
eg lh § letter stating experience, refer- 
ences, a salary expected. Reply Box F-21 
American Lumberman, Inc. 





SITUATIONS WANTED 











Bookkeeper—familiar lumber terms, middle 
age, self-employed for some time. Like dis- 
tribution yard, wholesale or some manufac- 
turing. Consider other. Address Box F-22 
American Lumberman, Inc. 


Retail lumber yard manager—1l2 years ex- 
perience in all phases of retail lumber busi- 
ness—including plan service, contracting 
and speculative building, desires better op- 
portunity. Can furnish good _ references 
— Box F-23 American Lumberman, 
ne. 


Lumberman, thoroughly experienced in re- 
tail and wholesale, desires to relocate in 
Indiana. Address Box F-27 American Lum- 
berman, Inc. 





BUSINESS WANTED 











WANTED: Retail Lumber Yard Manager 

Also, assistant manager for Oregon County 

Seat town. Do not reply unless you are ex- 
rienced and have a clear record. Address 
x E-53 American Lumberman, Inc 
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SALES REPRESENTATIVE 
WANTED 











WANTED 
MANUFACTURERS REPRESENTATIVES 
Steel Garage Door Line 


Must call on lumber dealers; be established 
with other non-competing lines, work on 
5% commission. Contact Tom Connellan 
Booth 140, NRLD Show, November 22-25, 
Chicago, Illinois, or write Taylor Made 
Garage Doors, 19800 Fitzpatrick, Detroit 28 
Michigan 





SALES REPRESENTATIVE 
AVAILABLE 





Available Jan. 1st as manufacturers repre- 
sentative, age 32, married, 9 yrs., bldg. ma- 
terial background, can travel all or any 
comb. of Iowa, Illinois, Wisconsin. Can 
furnish top character and sales references 
Address ox F-24 American Lumberman, 
Inc 





BUSINESS OPPORTUNITY 











Well rated Indiana Wholesaler interested in 
financing your carload orders on split profit 
arrangement. Mid-west only. Address Box F- 
25 American Lumberman, Inc. 


FOR SALE: Retail lumber and building ma- 
terial business, all buildings, land, equip- 
ment and stock. Good going business, well 
established, modern buildings, northwestern 
Pennsyviania. For complete details write 
Box F-26 American Lumberman, Inc. 





BUSINESS FOR SALE 











Prosperous building material business in 
Michigan’s best tourist town. Ample ware- 
houses and yard space. Large, modern sales- 
room. Best of prospects. Would prefer to 
lease land and buildings. About sixty thous- 
and will cover stock and equipment. Apply 
Box B-43, American Lumberman, Inc. 


For Sale: Nebraska Yard. Priced to sell 
Owner wishes to retire. Address Box E-43 
American Lumberman, Inc 


Established Retail Lumber Yard. Illness 
forces to sell. Eastern Long Island—150’ 
Frontage (Jericho Turnpike)—450’ deep. 
New ffice, storage sheds approximately 
6000 Square Feet, including small mill shop 
with machines. $15,000 cash required, bal- 
ance easy terms. Call: Jamaica, New York— 
Laurelton 8-1800 





MACHINERY WANTED 











WANTED—Good, used steam operated log 
stop and loader. Also, log kicker or unload- 
er suitable for small and medium logs. De- 
scribe fully with price. 
Patterson Lumber Co., Inc 
Wellsboro, Penn 





MACHINERY FOR SALE 





FOR SALE 


V-60 Yates Resaw 60” LH-tilt rolls. Prac- 
tically new. Pilot wheel set works for frac- 
tional sawing. V-belt drive 75 HP. Six 18 
gauge saws. Last word for complete unit 
$8,100.00. 

HUSS LUMBER COMPANY 
1350 W. Fullerton Avenue 

Chicago 14, Illinois 


FOR SALE 


1—UD-24 International Power Unit 
i—Stiff Leg Derrick 
1—01 Frick Saw Mill (Almost New) 
1—24’ Section All Steel Line Rollers 
1—Heavy Duty Saw Mandrell and Balance 
Wheel 
1—9 x 12 Filer & Stowell Twin Engines 
1—Electric Automatic Lumber Stacker 
1—Ford Tractor and Fooshee Carrier 
1—Yates A-20 Planer with All Complete 
Planing Mill Facilities 
7 Moore Dry Kiln 
—200 H. P. H.R.T. Boiler 
134” Merchon Band Re-Saw and Filing 
Equipment 
1—200’ Green Sorting Chain 
1—#337 Caterpillar Power Unit 
The above equipment is in A-1 Condition 
We will consider trading any for good 
lumber from a reputable mil 
McCOY MFG. CO., IN 
P.O. BOX 414, GAINESVILLE FLA 


For Sale: One 6-inch sticker, 4 heads, 10 
horse 3 phase V belt drive motor. Used very 
little since being overhauled. All belts and 
knives included. ““Make Offer.’’ Moss Lum- 
ber Company, Cochranton, Pa 


Eight 24” practically new Trimmer Saws, 
® $25.00 each, f.o.b. SP. 
W. C. Long 
Chatsworth, Ga 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 





BOOKS FOR SALE 











HOW TO PLAN A HOUSE 
J. Ralph Dalzell and Gilbert Townsend. .$6.95 


Contains all the basic and authoritative in- 
formation necessary to prennins a house, 
shows your draftsmen and builders practical 
ways to work out the features new home 
prospects want in their “dreamhouse.” 584 
pease. over 400 illustrations and tables. 

otice—no orders accepted unless accom- 
panied by payment. 


AMERICAN LUMBERMAN, INC. 
9 Monroe St., Chicago 3, Ill 
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REPORT FROM GERMANY 


(begins on page 46) 





prefers it. And only in the country is 
it used. It is hard to find any at all 
in Cologne.” 

Next I asked him to fill us in some 
more on the company itself. “The 
company consists now,” he said, “of 
a production plant in Dusseldorf and 
a yard on either side of the river in 
Cologne. We employ three men out 
in the yard and an office and staff 
of 20, plus 10 truck drivers. We work 
40 to 45 hours a week with Saturdays 
and Sundays off. Labor earns 2 D.M. 
an hour (that’s about 48¢, or $20 a 
week).” 

Cheap labor and costly materials! 

Herr Muller and I shook hands and 
he turned to greet his lovely wife who 
had come up in their Mercedes-Benz 
to drive him home. 

I don’t know what his home looked 
like, but I saw a great many homes. 
One place I stopped was in the south- 
ern part of Cologne where it became 
apparent to me that with very few ex- 
ceptions traditional is the idiom for 
the private home; in fact, it appeared 
all of Germany wishes to live in the 
Black Woods from the little details 
that might creep in. 

Even in the houses of newer, cleaner 
lines, the “handcrafted” look shows. 


The Germans have been called the best 
builders of Europe and this would 
seem to include the architect, the sup- 
plier he uses and the man with the 
shovel. 

Heinz Schwarz was one such “man 
with the shovel.” 1 found him at work 
on the site of a house that had been 
partly destroyed. The building was 
going up once more aided by a few 
mechanical advances over the days 
when it was first built—the mixer and 
the lift that dumped into a funnel 
channeling cement into the form. 

But the backbone of the endeavor 
was still the man with the shovel. | 
could see in his face that same look | 
found on the face of Klauss Muller— 
not merely that of a man who says, 
“IT am earning my living,” or “I am 
building something,” but rather, “I am 
building a new Germany.” 


600th in Fiberglas Plan 


A West Hollywood, Fla., building 
firm, which sold nearly 100 homes the 
day its model opened, is the 600th 
builder to join Owens-Corning Fiber- 
glas’ nationwide Comfort Conditioned 
Home program. 

[he signing of the 600th builder 
triples the original goal of 200 builders 
sought by the Toledo, Ohio, manufac- 
turer when the plan was launched 
nearly a year ago. 

Holder of the 600 spot is Fleetwood 


Manor, a 500-home development un- 
der construction in West Hollywood 
featuring central heat and air con- 
ditioning. To qualify for the CC home 
program, the builders of Fleetwood 
Manor used a full six inches of fiber- 
glas insulation in the ceiling, fiberglas 
screening on the patio and full house- 
power wiring. 

The total number of CC homes 
planned by participating builders 
throughout the U. S. now is about 45,- 
000. 


Mab lids is: 
a HEE 


STEEL PANELS OVER FIBERGLAS insula- 
tion are installed in plant at Randville, 
Mich. The new Milcor wall panel is a 
field-assembled, non-load bearing ex- 
terior for commercial and _ industrial 
buildings which can be erected in any 
weather. Exterior panels are fastened to 
sub-girts with self-sealing, self-tapping 
screws. Interior scaffolding is eliminated. 





\ Li’l Irvie 
\ says— 


‘‘We end print our lumber 
because it is just about impossible 
to merchandise an unidentified product." 


a 
lien 


Only by buying branded lumber can you be sure of 
the same quality time after time. Merchandised lum- 
ber is advertised lumber—and advertising requires 
name-brand identification. When you sell end-printed 
lumber, your customers know what to specify on re- 
orders, and new customers attracted by advertising 
know what they are looking for. Most mills prefer 


Irvington End-Printers. 


Since 1907 


MACHINE WORKS 


1808 N. E. 7th Avenue, Portland 12, Oregon 
3 Colfax N. E., Grand Rapids 5, Michigan 


Circle No. 28 on Coupon, page 68 


WHEN YOU KNOW 
WHO MAKES IT, YOU KNOW 
WHAT YOU'RE BUYING! 


Southwest Lumber Mills, Inc 
Mills at Flagstaff and McNary, Arizona 





J. B. EDENS, President 








“It’s been smolderin’ ever since we started 
suggesting ‘ScotcH’ Brand Masking Tape 
with every paint sale!” 
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New Home for Texas Dealers ADVERTISERS’ INDEX 


The Lumbermen’s Association of 
Texas held ground-breaking ceremo- 
nies recently for its new $200,000 

‘ 1A <2 2 71 i 
headquarters on a _s acre site in Acme Quality Paints, Inc Lowe Brothers Co., The 
Austin. More than 200 lumbermen American Lumberman » = Lucas & Co., Inc., John 
and their wives were present. 

Also occupying space in the 8,200 Bennett Mfg. Co., Richard C 5 Mack Trucks, Inc 
square-foot building will be the Lum- Bunyan Lbr. Co., Paul 64 Macklanburg-Duncan Co 
bermen’s Investment Corp., the Lum- Burroughs Corporation Marlite Div. of Masonite Corp 


, Buss Machine Works 58 arti . 
bermen’s General Agency and prob- 7 . Martin-Senour Co., The 

A = es ; Mauk i.br. Co., The C. A 
ably Lumbermen’s Underwriters. ah Sas tie ts 
Carborundum Co., The Michigan-California Lbr. Co 
Carr, Adams & Collier Co ; Minnesota Mining & Mfg. Co 
Colorado Fuel and Iron Corp., The r Multiplex Display Fixture Co 
Continental Steel Corp. 
Cupples Products Corp. 





National Manufacturing Co 
Dennix Products Co Nova Sales Co., 
Deshler Products Co Sub. of Homasote Co 
Dexter Lock Division, 
Dexter Industries, Inc 
Donley Brothers Co., The : Parker Hardware Mfg. Corp., S 
Pickering Lbr. Corp 


Evans Products Co 
Reflector Hardware Corp 


Friden Inc 28 Roddis Plywood Corp 
Rogers Paint Products, Inc 


Goodman Lbr. Co 


GROUND-BREAKERS, left to right, 
Ralph G. Campbell, Johnson-Campbell . - i . ee Co., The 
° oenig ywoo orp. . Stanley ools 
Lumber Co., Ft. Worth, president, Texas Sev. af She Wieadey Weeks 
association; P. J. Goodnight, Buell & 
Co., Dallas, chairman, building materials 
committee; Gene Ebersole, executive 
vice-president of the association; Harvy 
L. Richards, Richards & Krueger Co., . ° ; 
_ Ks g Kaiser Aluminum & Wells Lbr. Co., J W 
New Braunfels, chairman, building com- Cement Gales Inc. ... Weyerhaeuser Timber Co 
mittee; and Wm. S. Drake, Jr., Calcasieu Wisconsin-Michigan Group 
js . on ae W. M. Products Co 
Lumber Co., Austin, chairman, building Lawrence & Co., W. W 8 Wood Products Co 
finance committee. Louisville Cement Co 2 Wrought Washer Mfg. Co 


Irvington Machine Works 


Union Lbr. Co 
Jones & Laughlin Steel Corp 








jg BLANK 


USE TH 


15 16 


FOR INFORMATION ON 30 : 35 36 
55 56 


* 
Advertised Products : : Di 7 
Circle the numbers at the right which appear 115 116 
under the advertisements on which you wish 135 136 
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175 176 
195 196 
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236 238 
256 258 
276 278 
296 298 


Circle the code number at the right which 
corresponds to the number listed at the end of 
that particular “WHAT'S NEW" item. 
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Name Position 


(Please Print) 


Company Street 


City 
Mail to American Lumberman & Building Products Merchandiser, 59 E. MONROE ST., CHICAGO 3. Eb 
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WOOD CABINET LINEUP—New officers and directors of NIWKC at annual meeting, 
left to right: Henry J. Scheirich, first vice-president; Richard E. Nelles, Sr., director; 
George Mernick, secretary; Arthur M. King, president; R. C. Chapman, director; Fred 
E. Bissell, Jr., second vice-president; J. S. Stein, treasurer; James S. Cairns, director. 


Some Lumber Dealers are Topnotch 
Producers Say 


Kitchen Merchants, 


The average retail lumber dealer 
and appliance dealer has achieved 
only fair success as a packaged kitchen 
merchant, but a growing number of 
lumber dealers have chalked up out- 
standing records. The best dealers 
have separate kitchen managers. 

That was the consensus of manu- 
facturers attending the National Insti- 
tute of Wood Kitchen Cabinet annual 
meeting last month in Skytop, Penna. 
The salute to lumbermen was given 
in a “buzz session” on marketing 
problems. 

More market research is needed on 


wood kitchen cabinet production and 
sales, the convention was told. The 
institute approved a study on such 
questions as the percentage of wood 
kitchen cabinets which goes into new 
building and the percentage going into 
remodeling. 

George Mernick, Gregg and Son, 
Nashua, N. H., the association’s new 
secretary, heads up the study com- 
mittee. 

Chosen as new president of the 
group was Arthur M. King, vice- 
president and general manager of 
Wood Products Division of The Men- 
gel Co., Louisville, Ky. 





400-ACRE lumber and pulp operation at Red Bluff, Calif., dedicated this month. 


$25 Million Forest Products Center 


The integrated mill and factory of 
Diamond-Gardner Corp., pictured 
above, has an annual capacity of 90 
million board feet of finished lumber 
and about 30,000 tons of molded pulp 
products. 

When logs have been mechanically 


unloaded from trucks, machines strap 
them into bundles by species. They 
are stored in 42-acre log pond in 
foreground of picture above. 

Then automated sawmill operation 
cuts logs into proper lengths, debarks 
them and saws them into boards. The 
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eough lumber is then kiln dried under 
controlled conditions. After planing, 
the lumber or panels are stored under 
roof. 

Slabs and edgings are reduced to 
chips and conveyed through pipes to 
the molded pulp plant. Here the 
fibers are refined and chemically 
treated before being molded into 
trays, plates and egg cartons. 

Diamond Gardner was formerly the 
Diamond Match Co. 


CRA Elects Libbey President 

Howard A. Libbey, president and 
general manager, Arcata Redwood 
Co., was elected president of the Cali- 
fornia Redwood Association at its re- 
cent annual meeting in San Francisco 
Reelected were Philip T. Farnsworth, 
executive vice-president and Selwyn J 
Sharp, secretary-treasurer. 

The new president of CRA, which 
represents major producers of redwood 
lumber in northern California, is an 
active member of the International 
Concatenated Order of Hoo-Hoo. 

Libbey began his career in the lum- 
ber industry after serving in World 
War I, when he took a job with the 
Little River Redwood Co. During the 
early °30s, he was general manager, 
Hobbs Wall Lumber Co. In 1939, he 
organized the Arcata Redwood Co 
and has been president and general 
manager since that time 


Get a Free Price Marker? 


The Flash Mfg. Co., Newark, N. J., 
will offer free an Automatic Price 
Marking Machine to dealers placing 
orders at its Booth No. 213A in the 
International Amphitheatre during the 
NRLDA Show in Chicago, Nov. 22- 
25. Any combination of prices and 
numbers are said to be available in 
the marker 


Record Sales for 
Sound-Absorbing Tile 


Sales of perforated insulation board 
to dealers in the first six months of 
1958 were 15% ahead of the record 
sales set during the same period last 
year, reports Charles M. Gray, man- 
ager, Insulation Board Institute, Chi- 
cago. Gray said that sales of the tile 
last year climbed 33% above those of 
the previous year. 

“This spurt in tile sales indicates 
an awakening to the importance of 
residential sound conditioning on the 
part of home buyers,” Gray adds, 
“because much of the perforated tile 
is moving across lumberyard counters 
into the hands of do-it-yourselfers 
who are putting it on their ceilings. 
This sound-quieting tile is being sold 
in sufficient quantity to cover the 
living room ceilings of more than 
two-thirds of the estimated 1.1 million 
homes being built this year.” 


6? 





jue _ 7] 
— -o 


When a woman meets a man who looks her straight in the 

eye she’d better do something about her figure 
* - * 

Overheard at the reception: 

Madge: “Have you ever been a maid of honor?” 

Donna: “Oh, yes, I always was until I met George.’ 

* * ~ 

Holls;wood Hoopla: The movie star’s secretary didn’t keep 
her records carefully enough and left the star with two more 
divorces than she had weddings. 

« . 

“I’ve cut my drinking in half.” 

“How’d you do that?” 

“Eliminated the chasers.” 

* * * 

The older generation thought nothing of going to bed at nine 
o'clock at night. The younger generation doesn’t think much of 
it either. 

* * ” 

We don’t get our products out of thin air, of course. The 
mills we deal with are ones we know well and that do a supe- 
rior job. Your needs might be kiln-dried Hemlock Dimension 
and Uppers, Cedar Clear, or green Fir Dimension. Whatever 
your needs, we will supply them from the mill most capable of 
the quality and service that typifies the MAUK effort to bring 
the best to you. 

> ” > 

Yes, we know our sources and you know us. Take advantage 

of this combination. Stock MAUK, the easy way to be right. 
” - - 

Simple Celia says she knows the importance of punctuation. 

She’s never been late for work in her life. 
* * * 

An elderly gentleman boarded a motor coach and found a 
seat beside a sour-faced woman who promptly squelched his 
neighborly attempts at conversation. He took the snubs in his 
stride and as night came on made himself comfortable and 
went to sleep. 

Next morning at his destination the elderly one gathered up 
his things and, eyes twinkling, tipped his hat to the sour-faced 
woman, “Madam, I can’t rightly say that I enjoyed talking with 
you but sleeping with you sure was a pleasure.” 

” a +. 

Do You Know What Dep't: 

Do you know what an executive is? A man who goes around 
with a worried look on his assistant’s face. 

Do you know what a secretary is? A girl who may not be 
able to add but who can certainly distract. 

Do you know what smart office procedure is? Call MElrose 
3-0300 and stock MAUK. 


MAUK Seattle Lumber Co. 
Seattle, Washington 


x * 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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LUXURIOUS SURROUNDINGS enhance the appearance of the 
prefinished wood wall panels displayed in wholesaler Evans’ 
Panel Galleries. 


Wholesaler Display 
Is Dealer Aid 


A new paneling display and additional promotional aids 
are helping the dealer customers of Evans Lumber Co., 
Inc., a Buffalo, N. Y. wholesaler. 

In addition to the new display, the original panel gal- 
leries (American Lumberman, August 18, 1958, page 48) 
have been remodeled and redecorated. The complete dis- 
play includes 32 wall panels of finished wood and 4’x8’ 
panels on rollers. 

Newspaper advertising and posters for lumberyard of- 
fices are being used to promote the use of these rooms. 
Evans can keep track of prospects through cards of in- 
troduction given dealer customers. The cards state approxi- 
mate costs of various types of wall paneling for a 9’x12’ 
room. 

“We don’t try to quote exact prices,” said manager 
Norman Benbow. “We send the prospect back to the 
dealer for that. The dealer has this data in his price book 
under “Quick Sales List.” 


g| Evans WOOD WALLS [4 


“E Me finer Wood Paneling has ever been produced 


Paneling and Finish for 2 coots on the 
wolls of ao 9 x 12° room costs only 





Evons KNOTTY PINE PANELING 
| Evans CLEAR PINE PANELING 

Evans KNOTTY RIVER CEDAR PANELING 
C Evans SELECT RIVER CEDAR PANELING 

Evans TEXTURED FIR PANELING 

Evans CLEAR FIR PANELING 
[ Evans CUSTOM BUILT PINE PANELS 
(0 Evens CUSTOM BUILT LARCH PANELS 

. INTRODUC- 

TION CARD admits 
lumber dealers’ 
customers to the 
Evans Panel Gal- 
leries, quotes ap- 
proximate price on 
9’x12’ room instal- 
lation. 


? Evans PINE WOOD TILE 





7 Evens LARCH WOOD TILE 





Evans CLEAR FINISH for WOOD PANELING 


] Evans WOODWORK CLEANER 


AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





BIG 4 


Hanger and Braced Rail 





Actual service records made in all kinds of weather. Driving rain, 
snow, sleet or high winds prove the Big 4 and its worthy partner 
the Braced Rail never falter in their smooth friction-free per- 
formance. The heavy embossed hanger hood gives added 
strength and protects the steel roller-bearing wheels from the 
elements. The Braced Rail brackets are spaced only 12 inches 
apart for extreme rigidity. Rail is made in 4, 6, 7, 8, 9, 10 and 


Bicaneel 12 foot lengths. 


HANGER 
S7th rbunivewary 


“BRACED The month of October commemorates another 
RAIL birthday for National and the Big 4, which 
happens to be one of the first products produced 
in our plant. Today our extensive facilities have 
created a line of over 350 products for the build- 
ing hardware trade. Our sincere thanks to those 
whose faith in our hardware has made this 
steady, healthy growth possible. 


BUILT FOR THE HEAVY JOB 


Vdonal MANUFACTURING COMPANY “ling 
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BRIXMENT 
MORTS? 


Is More Plastic 


To compare the plasticity of any two mortars, joint. The more plastic the mortar, the easier 


try shoving a brick into place, with a full head the work. Try this with Brixment mortar! 


AND GOOD PLASTICITY 
IS THE FIRST REQUIREMENT OF GOOD MORTAR 


One of the most important character- 
istics any mortar can possess is plasticity. 
Within certain limits, plasticity is the 
greatest single factor not only in the 
economy of the brickwork, but also in 
its strength, its neatness, and its resist- 
ance to the passage of water. 

One of the outstanding characteristics of 


Brixment mortar is its unusual plasticity. 


Because of this plasticity, a bag of Brix- 
ment will carry three full cubic feet of 
damp sand and still be as plastic as 1-2-9 
cement and lime mortar. 

Brixment mortar’s exceptional plasticity 
makes it easy for the bricklayer to se- 
cure neat, economical brickwork, with 
the brick properly bedded, and the 


joints well filled. 


LOUISVILLE CEMENT COMPANY, LOUISVILLE 2, KENTUCKY 


Cement Manufacturers Since 1830 
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